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down on art of the deal 


ameWEEK has exclusively obtained an internal strategy report that 
reveals some of Sega’s plans for how it will approach the all-important 
launch of its Dreamcast game system in North America. 


With the industry well aware of Sega’s previous rocky history—notably, the 


lack of success with its Saturn system—there’s an expectation that the San 
Francisco-based company will have to pull out all the stops in order to make 
Dreamcast a success and perhaps even to survive. Though the recent announce- 
ments by Sony about its “next-generation PlayStation” captured the attention of 
media, developers and the public alike, the system isn’t expected to see retail 


shelves until this fall, and then only in Japan; the release into North America 


isn’t expected for more than a year. 
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| 
acing/vehicular combat games are no 
ШЕ to today’s crowed games mar- 
ket and certainly aren’t lacking on 
PlayStation and PC. In order to be successfu 
in this type of over-saturated genre, a game 


needs to hook consumers with completely 


GT Takes 
Consumers to | 


Driving School 
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(continued on page 3) 


Indeed, Dreamcast has time on its side—though it's something that Sega 
has to take advantage of, by providing a solid library of software and a broad 


marketing strategy to drive the hardware in retail. 


(continued on page 12) 


By Jason R. Rich 


s MicroProse/Hasbro Interactive 
A prepares to release MechWarrior 3 
for PC CD-ROM on June 1. The 
company plans to capitalize fully on the 
worldwide popularity of the Battle Tech 
and MechWarrior franchises that have 
been in existence for over 15 years. 
BattleTech started off as a role-play- 
ing board game created by Jordan 
Weissman and L. Ross Babcock III, the 
founders of FASA Corporation. Their 
company has successfully licensed its 
games for novels, computer games, vir- 
tual reality games, miniatures, toys, a 
television series, a card game, comic 
books and other products based on the 
Battle Tech and MechWarrior universe. 
It was in 1995 that Activision released 
MechWarrior 2 for the PC. To date, the 
original PC title has been followed by a 


MechWarrior 3 Rolls Closer to Launch 


MechWarrior 3 


series of expansion packs and sequels, and 
it continues to be one of the best-selling 
action/strategy combat simulation games 
in history, generating over $200 million in 
worldwide sales. Including retail and 
OEM sales of the PC-based MechWarrior 
2 and NetMech games, over seven million 


(continued on page 10) 


GRANO THEFT AUTO £ ж-ш. LONDON ] HEH* 


TWO GAMES, TWO COUNTRIES, 


NO RESPECT FOR THE LAW! 


Play the games 
they've tried to ban. 


For less than the price of a 
normal game, become part of 
gaming history. Let multi-award 
winning Grand Theft Auto take 
you on every classic car chase 
you've ever seen, as you prove 
you're one bad mutha. Blaze 
your own trail across urban 
America. "Borrow" any car, 

go anywhere, shoot anything. 


Then take a trip to swinging 
London in 1969. Prove you have 
the criminal skills to dominate 
on two continents. Big Ben, 
Buckingham Palace, The Houses 
of Parliament, Car Jacking, Gun 
Running, and Grievous Bodily 
Harm. 


Sounds like a great vacation. 
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Grand Theft Auto + GTA: London 1969 


оза z 


* GTA: London 1969 is an add-on disc for Grand Theft Auto. 


“lakes Boyz N the Hood seem like an 
After School Disney Special” -CINN 


PlayStation and the PlayStation logos are registered trademarks of Sony Computer Entertainment Inc. All rights reserved. The Rockstar logo, GTA London, and the GTA London logo are trademarks of Take Two Interactive Software, Inc. 


©1999 All rights reserved. The ratings icon is a trademark of the Interactive Digital Software Association. 
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Fox Interactive Lands a Sweet Deal with Croc 2 
Prima strategy guide will also follow 


By Karen Jones 


alk about a double-dip. Not only can 
Plays 
Croc this summer, with the release 
of Fox Interactive’s Croc 2 (SRP $44.98), 
but also they can satisfy their sweet tooth 


ation gamers rock around the 


at the same time. Fox has partnered with 
Nabisco LifeSavers Company in a special 
Gummi Savers candy promotion that 
showcases Croc 2 on 6.5 million packages 
of Gummi Savers and features the candy 
in the game. In case that wasn't enough, 
there's a sweepstake, beginning on June 1, 


offering a grand prize trip to Australia 


otaccato's Au 


By Ben Rinaldi 


ith the advent of new technolo- 


gies like Voodoo 3 and Intel's 


Pentium III, graphics in comput- 
er games have improved leaps and bounds 
over what existed only a few short years 
received the 
majority of attention from game design- 


ago. While visuals have 
ers, the equally important, but sometimes 
neglected, audio experience often takes a 
back seat in a games development cycle. 
The obvious reasons are the high cost and 
excessive time consumption associated 
with current sound techniques. 

Staccato Systems, Inc. has come up 
with new sound rendering technology— 
which it calls *the next step in audio evo- 
lution.” Thanks to Staccato’s innovative 
SynthCore software technology, sound is 


created from the ground up, based on the 


underlying physics and mathematics of 


how a sound is actually produced. Instead 


of using pre-recorded 


music and sounds, 
the Staccato audio 
rendering — engine 


makes it cheaper and <<, 


far more expedient 

for game developers to create sounds 
that are appropriate for a specific appli- 
cation. This eliminates the need for 
much of the coding that usually takes 
place when 
sounds. In addition, Staccato’s API is 
Direct 


handling | off-sampled 


compatible with Sound and 
Direct Music. 
Currently, Staccato’s sound engine can 


EA Sport! NASCAR 
Revolution racing game for the PC. 


be heard in 


NASCAR Revolution features surprisingly 
authentic sounds associated with live 


NASCAR events. EAS Marc Farley, lead 


Staccato 


and 50 Play 


Fans shouldn't be 


tation giveaways. 


worried that the 
Gummi Savers incorporated into the 
game are just *eye candy," or resemble an 
ongoing commercial, according to Scott 
Marcus, VP of worldwide promotions and 


strategic alliances for Fox. He assures 


io Revolution 


EA is using Staccato's technology in its games. 


audio director on NASCAR Revolution, 
explained why the Staccato technology is 
so useful: *With traditional samples, the 


changes were usually limited to playback 


pitch and volume. For engines, this often 


meant that a realis- 


tic-sounding sample 


would sound unre- 
alistic when playing 


Systems, Inc. 


outside a very nar- 


row range, due to 


ne change in RPMs. So, when an engine 
was really winding out at redline, the sam- 
ple would sound weak. The Staccato 
model allows us to program exactly how 
the engine should sound based on real- 
time game parameters such as RPM, 
speed, load, damage, etc. Based on these 
parameters, the sound is rendered in a way 
that is just not possible with samples." 

Staccato anticipates its technology to 
be used in many future titles from some of 
the biggest names in the industry, and by 


the end of the year, it expects to be work- 
ing with more than 30 companies. GW 


GameWE 


powerups and without a neon sign (they 


v that they are used as real 


are identified in the manual and on a 
small icon in the interface). Besides, says 
Marcus, they make perfect sense because 
“The world of Croc is a fun, colorful 


world, and Gummi Savers are fun and 


colorful. In the first Croc, special crystals 
protected you, in Croc 2, you collect crys- 
tals to buy Gummi Savers to continue the 
quest and finish the game.” 

Other promotions surrounding the lit- 
tle crocodile (1.5 million units sold of the 
original Croc, and counting) will feature a 
$2 million television advertising cam- 
paign, online advertising including 
Nabisco’s popular www.candystand.com, 
a Prima Publishing strategy guide and 


gressive” retail support with shelf talk- 


ers, posters, standees, etc. Croc 2 will also 


be packed into upcoming PlayStation 
hardware bundles. GW 


Continued from tbe Cover 


GT Takes Consumers 
to Driving School 


unique gameplay concepts and over-the-top 
action not normally associated with past games. 

GT Interactive thinks it has just the tick- 
et with a new action/driving title for 


station and PC called Driver. Driver is a 


mission-based, thrill-a-minute ride that will 
have gamers driving the getaway car through 
meticulously detailed cities like New York, 
L.A. Mission 


yank heists, picking up 


Miami, San Francisco and 
objectives include 
shipments, running from cops and every- 
thing else associated with being a part of the 


criminal underground. 


Being developed by Reflections 


Interactive of Destruction Derby fame, Driver 
is already receiving favorable coverage from 
mainstream consumer publications. 
Scheduled to ship in July, GT is calling this 
game its “biggest launch ever.” The compa- 


ny is confident it will be well received, but to 


make certain, Driver will be backed by a $3- 
5 million marketing campaign. 

Starting in early July, GT will begin air- 
ing commercials across syndicated and cable 


ТУ. If all goes well, it will re-launch the TV 


campaign in September. In addition, an 
extensive print campaign will run in most 


videogame magazines as well as non-game 


publications like Maxim, Rolling Stone and 


GT Interactive's Driver 


ESPN magazine. On top of that, in-store 


promotions and POP merchandise, like 
counter cards, mobiles, posters and danglers, 
will flood retail stores beginning in June. GT 
is also supporting the game online through a 
dedicated website, www.driver.gtgames.com. 

Driver will be СТУ top attraction at the 
upcoming E3 Expo in May and is certain 
to be high on most consumers’ wish-lists 
this summer. GW 
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Season Opener for MLB Sponsored Games 


MLB Properties works to promote baseball through videogames 


By Ben Rinaldi 


һе 1999 baseball season may be in its 
infancy, but Major League Baseball 
Properties, MLB’s licensing arm 
responsible for promoting baseball is 
already in mid-season form. Coming off 
its most popular season in years, MLB 
Properties has had little problem selling 
baseball and lining up licensing deals for 
the new season, chief among them are the 
MLB licensed videogames. 
1999 will see eight new games across 
five different platforms: PlayStation, 
Nintendo 64, PC, Game Boy Color and 


Dreamcast. MLB intends to leverage the 


popularity of videogames with a three- 
tiered marketing strategy consisting of a 


comprehensive adver 


ising and public 


relations campaign, in-stadium sampling 


and special retail promotions. 

The in-stadium demo program is par- 
ticularly important and is a continuation 
of last year's successful team-up with Sony 
and Nintendo. Interactive kiosks were 
distributed to six big league ball parks and 
this year the kiosks will be distributed in 


Jacobs Field, home of the Cleveland Indians 


even more stadiums playing the latest 
baseball games, MLB 2000 from Sony and 
Ken Griffey Jr's Slugfest from Nintendo. 


"We're going to be very aggressive this 


year in terms of retail marketing," said 
Brad Schlachter, licensing director for 
MLB Properties. *Last year we did some 
major promotions with retailers, like 
Blockbuster, and we're looking to support 
the category even more this year." MLB's 
retail include 


partners this year 


Or visit our website at www.vidprointl.com. 


Vidpro International, Inc. е 14802 Venture Dr. е Dallas, TX 75234-2324. 


Blockbuster, ‘Toys R Us and Electronics 
Boutique. 
An avid gamer himself, Schlachter 


believes that the increased marketing will 


help surpass last year’s effort that saw 
baseball leapfrog Hockey in terms of 
videogame popularity. According to NPD 
TRSTS numbers, unit sales for baseball 
games in 1998 jumped 116% compared to 
1997 and currently it’s the third most 


popular sport among gamers, trailing 
рор F g 8 Ë 


Ken Griffey Jr. is baseball's brightest star. 


only football and basketball. If this year is 
anything like 1998, baseball-related game 
sales will overtake basketball. 

MLB Properties is happy, but not 
completely satisfied with where baseball 
sits at the moment. Schlachter knows it 
needs to build off of the magic of last year. 
“It’s all about the game and last year's 
homerun chase really brought excitement 
back to baseball. Now we need to capital- 


ize on that excitement," he said. GW 


Radica Captures a Tiger 


By Andy Fddy 


adica Games Limited has set up an 

exclusive worldwide license agree- 

ment with Nike that will add Tiger 
Woods to its line of handheld games. The 
first product, Tiger Woods Ultimate Golf, is 
slated for release this fall, and Radica is 
planning to add other Woods-branded 
products next year. The company has other 
existing sports handhelds covering Nascar 
car racing, bowling, fishing, soccer and golf, 
in addition to handheld casino games (such 
as blackjack and slots), combat games, clas- 


Disney Combines Websites—Disney.com has 
received a major facelift and has been combined with its 
‘subscription service,” which, it claims, will make the 
site a must-see family destination on the web 
According to a release sent out today, the site is a merg- 
er Disney.com with the existing Disney's Blast Online 
under the tagline "Where the Magic Lives Online,” and 
will be made up of “channels” to separate the informa- 
tion into smaller topical segments. Included are chan- 
nels with games for all ages; text and interactive stories; 
varied family content, such as online shopping and 
vacation packages; live chats and events with Disney 
characters and celebrities; updates on movies, music 
and TV; and other activities. Disney's Club Blast will still 
be a pay-for subscription service, with prices of $5.95 a 
month or $39.95 a year. Disney states that Club Blast 


For Up-To-The-Minute News, Visit 


sics (such as checkers, tic-tac-toe and soli- 
taire) and “extreme” games (such as inline 
skating and mountain biking). 

According to Radica’s statement today, 
Tiger Woods Ultimate Golf is shaped like a 
golf club, and the control interface has the 
player swinging it to get the ball in play— 
sensors in the unit detect swing speed and 
direction, which enables more realistic 
gameplay. Radica claims that swing errors 
will affect the shot faithfully. A lower- 
priced, pocket-sized version called Tiger 
Woods Power Golf will be brought out at a 
later date. GW 


ПАТ ош 


will soon include an instant messenger application 
called BlastPad that is much like America Online's 
Buddy Lists, so that club members can stay in contact 
with each other. The Disney sites remain part of the Go 
Network partnership between Infoseek and Disney. 


Hastings Forms E-commerce Site—Hastings 
Entertainment, Inc., a multimedia entertainment 
superstore, plans to launch a new e-commerce site, 
www.gohastings.com. According to the company, the 
Site will allow customers to access over 10 million 
new and used entertainment products, contemporary 
gifts and toys. In addition, the site will also carry best 
selling books. The site is expected to launch within the 
next 45 days and will be supported by a national 
advertising campaign 
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gamedaily.com 


Mindscape 


irtual Babyz to the PC 


By Karen Jones 


һе software genre that most closely 
resembles life imitating art, or at least 
the sci-fi variety, has to be the “virtu- 
al life” group. If Mindscape Entertainment 
has its 


ay, it will soon own the genre. Not 
only is it publishing sequels for its best- 
selling Petz line with Dogz 4 and Catz 4, 
where users care for their on screen pets, 
but fans of these computer-generated “life 


forms” will soon be able to nurture the 


first virtual babies with the fall release of 
Babyz ($29.95). 

The Babyz CD-ROM comes with one 
infant, described as “desktop babydoll,” 


and, most importantly, ІВМ ViaVoice 
technology which allows owners to speak 
to their little charges while they teach 


them the basics, including walking, inter- 


Brings 


Babyz 


acting, playing and talking. Yes, the babies 
will eventually respond to the owner's 
speech and talk back just like, dare we say 
it, real life? If one baby isn't enough, two 
more can be "adopted" for free via the 
website, www.Babyz.net. 


Also ahead for Mindscape' virtual life 


Creatures Adventures 


roste 


re two more additions to the popu- 


lar Creatures series: Creatures 3 and 
Creatures Adventures, featuring the little 
artificial beings called Norms. C3 promis- 
es to push further the limits of “digital 
biology,” while Adventures is targeted for a 


GW 


young audience. 


Infogrames Reports Strong Growth 


By Ben Rinaldi 


nfogrames Entertainment has reported 


good news for consolidated net profit апа | 
E | 


operating income in the six months ended 
December 31, 1998 (first half fiscal 1999). 


Profit and Loss Statement 


(Dollar 1997 re fed on 


ints 


300 Posts New Requiem Demo—3D0 this week 
announced the availability of a new demo for its 
Requiem game, a first-person shooter with a reli- 
gious back story. You play as an angel named 
Malachi, who has been sent to Earth to “stop Hell's 
legions from destroying mankind.” Rather than the 


standard weapons—pistol, shotgun and rocket 
launcher, for instance—Malachi can handle foes 
in combat by turning them into pillars of salt, mak- 
ing their blood boil and manipulating them into 
fighting each other. The Requiem demo is avail- 
able at http://www.3do.com/requiem/ 
demo/demo.htm and can be downloaded in two 
ways: as a full 32MB file or in four smaller 
segmented files (three 8MB files and one 8.8 
MB file). 


gamedaily.com 


Thanks to strong international sales from 
Mission: Impossible for Nintendo 64 and /- 
Rally for PlayStation, profits rose 40 per- 


cent compared to the same period in the 


previous year. Net profit for the most 


million and 


recent period totaled $11.7 


Net Consolidated Profit 


Amazon Joins the Ranks in Auction Rage—this 
week Amazon.com introduced online auctions, join- 
ing the ranks of such websites as eBay and Yahoo 
Auctions, linking buyers and sellers in Internet- 
based, garage sale-like activity. According to an 
emailed announcement to members of Amazon 
community—which started as an online book sell- 
er, though it has expanded to offer videos and 
music products as well—buyers are being guaran- 
teed “a safe auction experience...on the honor sys- 
tem.” The guarantee is only offered on products 
under $250; more details are available at Amazon's 
new auction website page. 


operating income was $18.1 million. 
“In just half of the current fiscal y: 


ar, 
Infogrames has realized an ope 


ating 


income equivalent to the $18.1 million 


earned during the full year ended June 30, 
1998,” said Bruno Bonnell, chief executive 
officer of Infogrames Entertainment. 
“This performance comes as a result of 
Infogrames attaining critical mass allow- 
ing the company to control major territo- 
ries, while providing the resources for 
internal expansion.” 

The internal expansion Bonnell is refer- 
ring to includes recent acquisitions of key 
developers, including Psygnosis’ Paris 
development team responsible for ODT 
for N64 and 3X Science of War for PC. In 
addition, the company recently added 


Gremlin Group. GW 


Aureal to Show at Microsoft Event—Aureal had 
its Vortex AUB810 chip, Vortex2 chip and associated 
products on display at the Windows Hardware 
Engineering Conference 99, better known as WinHEC 
99. The annual event—which Microsoft explains 
gives "access to the technologies, products and peo- 
ple you need to develop hardware for advancing the 
platform"—was held April 7 through 9 at the Los 
Angeles Convention Center. An Aureal spokesperson 
said WinHEC 99 will enable the company to work on 
"existing and upcoming relationships with PC OEMs 
and systems integrators." It will also be demonstrat- 
ing content that's come out of a partnership with 
Flatland Online, which has culminated in cutting- 
edge 3D web products, and its latest A3D 2.0 3D 
audio technology. 


Industry Personnel Changes 


S3 

S3 announced strategic management additions 
which include the hiring of Greg van den Dries as 
VP of corporate marketing and Andrew Wolfe Ph.D. 
as chief technology officer (CTO). van den Dries 
most recently held the position of CEO and presi- 
dent of Natural Computing. Dr. Wolfe joined S3 in 
June of 1997 as director of technology and was 
quickly promoted to the position of VP of systems 
integration where he led S3's mobile design teams 
and headed the initial development of S3's first 
integrated products. 


THQ Inc. 

THQ has bolstered its marketing and licensing 
departments by appointing Alison Locke to senior 
vice president of sales and marketing, Germaine 
Gioia to vice president of licensing and Joseph 
Adney to vice president of marketing. 

Locke has been a senior member of THQ's man- 
agement team for eight years, serving as vice 
president of sales and, most recently, senior vice 
president of software sales. In her new role, 
Locke will serve as a strategic business manager, 
overseeing the two groups and building the U.S. 
sales and marketing departments. Gioia, who has 
been vice president of marketing since 1995 will 
be responsible for securing licensed content 
worldwide for THQ's ongoing product development 
| efforts and managing licensor relationships. 
Adney, who joins THQ from Baskin-Robbins, will 
oversee all U.S. marketing functions, including 
product packaging, advertising, publicity 

and promotions. 


Sony Computer Entertainment of America 
Sony Computer Entertainment of America has pro- 

| moted Kazuo (Kaz) Hirai to the position of president 
and chief operating officer. Hirai, a 15-year Sony 
veteran, has played a crucial role in the success of 
PlayStation in North America 


SDlabs Inc. 

Josephine Mong is stepping down after 10 months 
of serving as public relations manager at 3Dlabs. A 
replacement has not yet been named. 


GT Interactive 

GT has appointed former Activision executive, John 
Baker IV, as president and chief operating officer. 
Baker's responsibilities include overseeing strategic 
planning, mergers, acquisitions, manufacturing and 
distribution, legal affairs and IT. Baker will report 
directly to GT's new CEO, Thomas Heymann. 


Digital Music Discussions Continue—More 
meetings were held in New York City to discuss the 
Secure Digital Music Initiative (SDMI), which will 
result in standards on the delivery of music in digi- 
tal form. The meetings comprised of the second 
organizational meeting and the third meeting of the 
Portable Device Working Group (PDWG). According 
to a release, more than 110 companies participat- 
ed in the meetings; and 28 companies had pro- 
posed technologies for the PDWG in answer to a 
call for proposals. The PDWG is working toward 
guidelines that could be completed by the end of 
June, which would enable its use in products avail- 
able as soon as this holiday season. The SDMI is 
targeted for completion by March 31, 2000. 
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Southpeak Goes Bowling with the Flintstones 


By Karen Jones 


ts “yabba-dabba-do time” with the 


r-old 


Flintstones family, as the 30-y: 


cartoon classic makes the interactive 
leap from TV to PC in a new bowling 
game from Southpeak Interactive. 
Releasing in the fourth quarter of 1999, 
Flintstones Bedrock Bowling (working title, 
$19.95) features lovable and, in this case, 
rocking and rolling denizens of Bedrock, 


Fred Flintstone and Barney Rubble, in 

their first arcade-style bowling bash. 
What gives Bedrock Bowling, devel- 

oped by Adrenalin Inter: 


ctive, an edge 


on the competition? According to Ray 
Ellis, Southpeak's 


development manager, it is its wide-open 


external product 
setting. Instead of placing the game 
indoors with a pristine set of smooth, 
straight 
Bedrock has been transformed into giant 
set of bowling alleys with lanes going 
every which way. "The player will navi- 
gate the Flintstone character, who sits in 


a fi sliced ball, through twelve ‘lanes’ of 


Bedrock”, Ellis tells GameWEEK, and 
adds, “The pins will be scattered 
throughout the lane along with power- 
ups and pre-historic obstacles. This is a 
very different type of bowling game than 


lanes, the entire town of 


< 


Flintstones Bedrock Bowling 


anyone is used to, and, we think, it will 
catch on fast.” He places the target age 
at eight and up, and, with three levels of 
difficulty, plus an up to eight multi-play- 
er mode, he is confident that Bedrock will 
appeal to both new arcade players and 
seasoned pros. 


Meanwhile, Bedrock is part of 


| Southpeak’s new “Fun Stuff for All 


Gotta Buy’em all at: 


Pokémon 


Headquarters ZADY% 


| The Hottest Licensed 


Gottalcatch’ eau | 


ributors & 
Store Owners 


Products available 
now to ship: 


T-Shirts, Hats, 
Posters, Trading Cards, 
Key Chains, 
Action Figures, 
Plush Toys, Stationary, 
Office Supplies, 
Videos, Comic Books 
Stickers & more! 


Store Owners 
Give the Kids what 
they want! Make Huge 
Profits with the 
#1 License for 1999! 


Call us NOW before they sell out! 


1-888-395-3094 or 1-860-395-2821 


| Nickelodeon and Farley's Fruit Snacks 


| dropped off now through June 15 at cus- 


Ages" line of products. Melanie 
Bullock, product manager for the game, 
tells GameWEEK that marketing plans 
include print ads running in key 
family publications, plus extensive web 
Also, 


Southpeak plans to sponsor radio con- 


and broadcast advertising. 


tests and giveaways in the top 30 U.S. 


radio markets. GW 


Lego Lineup 
Branches Out 


By Karen Jones 


ego Friends (September, $29.95) is the 

debut title in a new series called Lego 

Software for Girls, and it follows the 
adventures of a group of pre-teens who are 
part of a pop band called “Tuff Stuff.” Asked 
what prompted their entrance into the 
increasingly crowded girls’ market, Gr 
Sauter, Lego Media International's North 
American sales & marketing director, told 
GameWEEK that despite being thought of as 
a boys’ brand, the Lego Group * 


ctually sells 


a couple of million Lego play-sets to girls 
each year." He adds, "girls love our current 
software titles." 

Racing enthusiasts can look forward to 
the July release of Lego Racers in three plat- 
forms (PC, $39.95; PlayStation, $44.95; 
N64, $59.95) which allows them to build 
their own car, then challenge up to five play- 
ers based on four Lego System play themes: 


castle, town, space and adventures. 
Meanwhile, Lego Rock Raiders (PC, $39.95; 
PlayStation, $44.95) billed as a 3D- 


action/strz 


ry game follows in September. 


Also available this year, for PC only, is 
Legoland (June, $29.95) where users build 
and manage a theme park. GW 
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Quick Hits along the Multimedia Superhighway 


Үү NOE w 


By Karen Jones 


Rugrats World-Win 
It's a PlayStation plus Sony Entertainment, 


launch of Around the World with Rugrats 
Sweepstakes offering one lucky winner a 
14 day globe-trotting trek to Nickelodeon 
Studio locales. 500 runner-ups will receive 
PlayStations and copies of the Rugrats: 
Search for Reptar game. Entries can be 


tomized PlayStation kiosks, or sent to the 
address found on specially designed wrap- 
pers of Farley's Fruit Snacks. 


Did | Ear That? 

We all know what eye-savers are, but ear- 
savers? PC users can now get ready to up 
the ante on white noise with Simon & 
Schuster Interactive's EarSaver ($19.95). 
Featuring four hours of unique, “ambionic 
soundscapes," FarSaver is background 
music designed to stimulate your senses 
without intruding on any tasks at hand. 


Mattel Turns Purple 

Several years ago, Purple Moon ushered 
in the girl's software market, and now 
they've been ushered into Mattel Media, 
which is getting even more serious 
about giving girls what they want. How 
Moon's website and Rockett CD-ROMs 
fit into the land of Barbie remains to be 
seen, but special attention is being paid 
to the Moon/ Scholastic Publishing 
launch of a Rockett’s Worldbook series 
later this year. 


Hasbro Rebates 

It's called Monopoly Madness and 
McDonalds is there to spread the word. 
Between now and June 14, buy a 
Monopoly CD-ROM and get one of four 
other Hasbro CD-ROM titles free, via a 
mail-in rebate. This rebate can be found in 
the usual retail outlets, and they will also 
be featured on 40 million McDonalds tray 
liners...and that's a lot of Big Macs. Also, 
Hasbro's new Tonka Raceway CD-ROM 
has a $20 mail-in rebate offered through 
June 30. 


And They're Off! 

Prizepoint Entertainment (www.prize- 
point. com), the website that combines 
free entertainment programming with 
special rewards and prizes, has entered 
the online starting gate with a new part- 
ner, the National Thoroughbred Racing 
Association. Together they are offering 
an all expenses paid trip to the Triple 
Crown, as in the Kentucky Derby, 
Preakness and Belmont Stakes, for the 
cyber-jockey who can win Prizepoint's 
up and running horse racing trivia game. 


Just Say Yes 

Y2K giving you the jitters? Well, why not 
forget your troubles and come on get 
happy, because GT Interactive (care of 
CompuWorks) is on the way with Yes 
Y2K. Promising to test and correct your 
home, office and networked POs with 
"the click of a mouse," Yes Y2K (an 
inspired name for sure) sounds like one 
stop-shopping for the Millennium, and 
only $19.95 to boot. 
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By Steve Traiman 


asbro Interactive has a triple-header under way for 
retail outlets—that is, major promotional tie-ins 
with McDonalds for Monopoly Madness!, with 
‘Tonka line for the new Tonka Raceway CD-ROM and 


with the new line of Windows CE 


hand-held titles. “Our 
retail accounts are playing a key role in all three spring 
vans, Hasbro’s director of 


campaigns,” emphasizes Tim 
| retail channel marketing. “We’re involved with account- 
| specific promos as well as with nationwide advertising, 


marketing and merchandising support.” After last ye: 


successful tie-in rebate offer with McDonalds on the 
Monopoly CD-ROM, this year's extension gives any pur- 


chaser of that title a choice between four selected titles 


for free. Included are: Sorry for family play, Trivial 
Pursuit for adults, Tonka Garage for boys and My Little 
Pony for girls. Kicked off with a full-page McDonalds 


FSI (free-standing insert) in approximately 50 million 


Sunday newspapers on March 21, the offer is being pro- 
moted on 40 million McDonalds tray liners from March 
25 through April 22, but retailers have an extension to 
June 14. "We've got 14,000 rebate tear pads with some 
1.5 million forms in more than 5,000 locations of 34 
chains," Evans says. *We also have 1,000 tent cards at 
checkout counters and 580 double-sided posters for win- 
dow placements. We put out the sell sheet early this year 
and got tremendous response across all channels." 
Among chains involved are: Wal-Mart, Toys R Us, Best 
Buy, CompUSA, Staples, Office Mart, Office Depot, 
Sam's Club and B.J.s. When the Tonka Raceway CD- 
ROM hit retail shelves in early March, the first 100,000 


the four earlier Топка game hits including the Tonka 
Workshop CD-ROM Playset that fits on top of the com- 


+ 
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packages had a $20 mail-in rebate offer on any other of 
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onopoly, Tonka & Windows CE 
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puter keyboard. One neat bonus is the ability for kids to 
design their own cars in Tonka Garage and import them 
via the website to race on the Tonka Raceway, the first for 
this type of interactivity. 

Running through June 30 across the U.S. and Canada, 
the rebate offer is being supported by a heavy TV cam- 
paign from March 15 through April 29 on such cable 
outlets as Nickelodeon and Nick Jr., Cartoon Network 
and USA. "There's also an online tie-in with a flashing 
icon on the home page that for the first time lets con- 
sumers download a mail-in rebate coupon,” he notes. 
The rebate and heavy ad support “got us space at retail 
we ordinarily wouldn't have gotten," he adds. “This 
includes end-caps at TRU and a Tonka section in Best 
Buy outlets, as examples." 

As the first third-party publisher to create titles for 
Microsofts Windows CE operating system, Hasbro 
delivered Trivial Pursuit and Slingo to retailers in early 
March, followed by Monopoly and Scrabble later in the 
month. All have an expected under-$30 street price. With 
research indicating Windows CE customers are he: 


Internet users, for the first time ever, Hasbro Interactive 


is offering downloadable versions of the initial four titles 
at its retail partners’ websites as well as at its own online 
store. “We're focusing on retail channels where the hand- 
held computer devices are being sold," Evans emphasizes, 
"with the office superstore chains all very involved." 
Packaged in a case similar to DVD-video movies, the 
games are seen as an add-on impulse buy and are offered 
in a 24-unit counter display that holds six of each title. 
"There's also strong interest in cross-promotions from 
several hand-held hardware vendors. *Sharp and Hewlett 
Packard are among others very interested in an in-store 
display that would offer ‘games to go with the product,’ 
and we're working on several major retail programs for 


later this spring," he says. GW 
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“For business moguls who someday 
want to corner their markets, this 


book is a must-read.” | 
— Гре Houston Chronicle 


ow did a Japanese company that once manufactured 


“The ‘Bible’ of the interactive gaming industry.” 
—GameWEEK Magazine 


playing cards end up capturing nearly all of 

America’s multi-billion dollar video-game industry in 
the early 79062 What is it about games that feature an obsti- 
nate ape (“Donkey Kong”) and an intrepid little plumber 
(“Super Mario Bros.”) that make them so addictive to con- 
sumers of all ages? And was it inventive genius or business 
PRESS START TO CONTINUE hardball that enabled Nintendo to gross more after taxes in 
1992 than Apple, IBM, Microsoft or all the major U.S. film 


studios combined? 
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Continued from the Cover 


MechWarrior 3 Rolls Closer to Launc 


units have been sold. 

MechWarrior 2 brings the brutal world of 
futuristic, robotic combat to life. Battling 
from within the cockpit of a 60-foot tall 
walking war machine, the BattleMech, 
gamers live the drama of civil war between 
two rival factions whose survival depends 
upon the player’s combat skills and faith in 
the honor of their Clan. 

MechWarrior 3 expands upon the game 
franchise’s story line and takes place in the 
year 3058, when the Houses of the Inner 
Sphere have banded together to take on the 
Clans with a unified force. The overall mis- 
sion is to defeat all Clan warriors and to 
abolish completely one of the most feared of 
all the Clans, the Smoke Jaguars. 

Having acquired the MechWarrior 3 
license (not to be confused with the 
MechWarrior 2 or MechWarrior 4 licenses 
held by Activision and Microsoft, respec- 
tively), MicroProse, Inc. has been working 
directly with BattleTech’s creators to expand 
the universe with Mech Warrior 3. “What the 
MechWarrior games thus far have done real- 
ly well is give players a first-person perspec- 
tive as they pilot a 60-foot tall walking tank 
that has enough fire power to destroy a city 
block,” said Peter Matiss, product manager 
at Hasbro Interactive for MechWarrior 3. 
“With MechWarrior 3, we’ve taken that same 
experience and have raised the bar in every 
way possible. In its simplest form, 
MechWarrior offers immersive gameplay 
that gives people a true sense of power and 
invulnerability. What we've done is take a 
product that was very appealing and make it 
even more immersive." 

MechWarrior 3 is being developed by 
Redmond, Washington-based Zipper 
Interactive, and uses what MicroProse calls 
"an extremely robust game engine offering a 
far greater degree of immersion." *Players 
can now view the 18 different Mechs from a 
cockpit or external perspective. The envi- 
ronments are also completely interactive. 
Anything the player sees is destructible or 
can be used to their tactical advantage. 
Craters in the ground can now be created, 
for example, and used as a hiding place in 
order to surprise enemies," said Matiss. 

MicroProse reports units within the 
MechWarrior 3 game can now enter bodies 
of water and move freely within the game's 
indoor and outdoor environments. “The 
special effects generated as Mech units 
engage in battle are extremely impressive. 
Each of the 33 weapons has totally different 
visual effects associated with it," explained 


Matiss, who believes players will find the 
new resource management elements of the 
game both exciting and challenging. 

While the MechWarrior games to date 
have proven their sales potential among 
hard core gamers, Hasbro Interactive is 


hoping to broaden the 
Mech War 


run wonderfully on high-end PCs with the 


appeal of 


ior 3. “The game is optimized to 


latest 3D acceleration; however, the game 
also runs smoothly on a Pentium 166, which 
makes it available to a much larger gaming 
audience," said Matiss 


MechWarrior 3 will certainly appeal to 
fans of the Battle Tech universe from which 
the MechWarrior franchise was born. “The 
game, however, will also appeal to fans of 
action/strategy combat simulations looking 
to experience an instant adrenaline rush as 
well as an exciting multi-player experience,” 
added Matiss. “Hasbro Interactive as a com- 
pany has a proven track record of being able 
to take interactive products and successfully 
introduce them to larger audiences than 
usually targeted by the industry. This will 


also be the case with Mech Warrior 3, which 
will benefit from a very substantial launch 
program." 

In the past, Activision marketing efforts 
for MechWarrior 2 were aimed at hardcore 
gamers. All of the marketing and advertising 
5 will 
speak to both hardcore and casual gamers. 


materials for MechWarrior 3, howe 


“One of our development goals was to make 
this game accessible to anyone, allowing 
casual gamers to experience quickly the sen- 
sation a BattleMech’s power,” said Matiss. 
While a pre-launch buzz was generated 
initially 
announced in 1997 and then previewed at 


for this game when it was 


last year’s E^ show, MicroProse/Hasbro 


Interactive has since launched an extremely 


aggressive pre-launch advertising and mar- 


keting effort for MechWarrior 3. This 
includes distributing a fully interactive, 37- 
meg downloadable demo and launching a 
dedicated website (www.mechwarrior3.com) 
March 22. 


“MechWarrior 3 fully supports the player 


the week of 


match-up services offered on The Microsoft 
Internet Gaming Zone, and we're develop- 
ing online promotions on the Zone, while at 


the same time, building upon the strength of 
the online communities created. around 
MechWarrior 2," explained Matiss. 

An extensive print ad campaign in all of 


the consumer gaming magazines is now 


under way. Teaser ads have begun running 
and will be replaced by inserts and multi- 
page spreads as the launch date grows clos- 
er. The print campaign for the game will 
continue at least through the end of 1999. 

In conjunction with the game's early- 
June 


release, MicroProse/ Hasbro 


Interactive will be kicking off in-theater 


advertising as well as a multi-million dollar 
national television campaign targeting sci-fi 
fans. The company is also working closely 
with FASA Corporation, its other licensees 
on several cross promotions. For example, a 
novelette based on the game is being created 


and will most likely be used 


ell item. 


as a pr 
MicroProse/Hasbro 
Interactive is in discussions 


with Rok, a division of 


Penguin Publishing (the 
company responsible for 
publishing over 40 individ- 
ually licensed Battle'Iech 
and MechWarrior books 
and novels) regarding an 
extensive cross-promo- 
tional campaign. 

“Depending on the 
retailer, we have a wealth 
of promotional item possi- 
bilities available, rang- 
ing from BattleMech 
miniatures, limited-edition 
lithograph prints and 
other much sought after 
BattleTech merchandise. 
For this game, we're 
developing an assortment 
of in-store POP that leverage 
MechWarrior 3% graphics. 
Hasbro Interactive 
understands the impor- 
tance of retail, and our 
in-store presence for this 
game will be an important 
part of our overall marketing efforts," said 
Matiss. “Retailers should be surprised at 
how well this game performs compared to 
MechWarrior 2 and other giant-walking tank 
games. Even without the MechWarrior 
name, this game rocks, add in the huge pent 
up demand there is for this game, which has 
been four years in the making, and you have 
a product that is going to be huge." 

In order to insure Mech Warrior 3 has a 
long life cycle, the company is already devel- 
oping expansion packs, the first of which will 
be released in time for the holiday season. 
“MechWarrior 3 will be a stellar performer 
for retailers," said Matiss. “Right now, there 
is a tremendous number of promotional 
opportunities available to us. We're putting 
our efforts behind those opportunities we 


believe will have the greatest impact on sales 


and the overall popularity of this title. In 


addition to providing expansion pac 
be offering extensive online tournament 


opportunities designed to keep players excit- 


ed about this game franchise." 
MicroProse/Hasbro Interactive also 
plans to announce major promotional part- 
ners, both within and outside the game 
industry, prior to the launch of MechWarrior 
3. According to MicroProse, the primary 
MechWarrior 3 title offers 20 single and 
multi-player missions; however, the multi- 
player aspect of the game will be broadened 
dramatically with the first expansion pack. 
In January 1999, FASA Corporation 


= Mick WARRIOR) MECH WARRIORS) 


In-store POP advertising leveraging MechWarrior 3's graphics are 
planned for the marketing campaign. 


announced that Microsoft Corporation pur- 
chased FASA Interactive "Technologies, Inc. 
of Chicago, IL from its stockholders, of 
which FASA Corporation was the largest. 
FASA Interactive is the producer of the 
MechCommander game and the forthcom- 


ing MechWarrior 4 and MechCommander 2 


computer games. This acquisition does not 
affect the release of MechWarrior 3. 

In addition to future MechWarrior and 
MechCommander games, Microsoft is also 
exploring opportunities for FASA Согр.5 
other properties, including the Shadowrun, 
EarthDawn and Renegade Legion universes. 

“The acquisition of FASA Interactive 
reflects our commitment to growing our 
business with a smaller portfolio of top- 


quality games,” said Ed Fries, general man- 


ager of 
MechWa 
selling s 


licrosofts games group. “The 


ior franchise is one of the best- 


ries of PC games in history and is 
synonymous with groundbreaking technol- 


» 


ogy and compelling gameplay. 


While in the future, the Mech Warrior 2 
and Mech Warrior 4 licenses will be exploited 
by both Activision and Microsoft, 


MicroProse/Hasbro Interactive is expecting 


long-term success for its MechWarrior 3. 
Microsoft has not yet announced a 
release date for Mech Warrior 4; however, the 
game is not expected in the near future and 
probably won't interfere in any way with 
sales of MicroProse/Hasbro Interactive's 
MechWarrior 3. GW 
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BookExpo 
America 


EXHIBITS: 
Friday, April 30 - Sunday, May 2, 1999 


RIGHTS CENTER & EDUCATION PROGRAM: 
Wednesday, April 28 - Sunday, May 2, 1999 


Los ANGELES CONVENTION CENTER 


There's no denying it, Americans are buying books -for themselves, for their 
children, as gifts, you пате it books are being bought. What's changing is where 
they are being bought. Consumers are looking for convenience and one-stop 
shopping. But they are also demanding quality, selection and an unbeatable price! 
You can offer all of these to your customers by attending BookExpo America. 


opportunity to view the largest collection of U.S. publishers of English language books anywhere in the 
world! Who attends? Bookbuyers including bookstores, retailers, wholesalers, distributors, librarians, 
catalogs and anyone else who sells books. Who exhibits? Over 1,500 companies including such large publishers 
as Random House, Simon & Schuster, Harper Collins, Warner Books and St. Martin's Press. 
At BookExpo America you'll not only see books - in all categories but you'll also see books in all formats - 
audio tapes, CDs, electronic books, floppy disks, multimedia/interactive and video. 
Plus, you'll see art, original graphics and prints, blank books and albums, bookmarks, calendars, coloring books, 
comic books, gift wrap and ribbons, globes and maps, games, puzzles, writing instruments, and so much more. 
We have educational sessions to teach you how to sell books and make more money. 
And if that weren't enough, the money you'll save with exhibitor offered Show Specials can pay for your trip 
to attend. And...there are numerous opportunities to win money and prizes with our buying contests! 


oo lease join us at the largest book fair serving the largest book market in the world. This is your best 


For More Information: 
PHONE: (800) 840-5614 or (203) 840-5614 Fax: (203) 840-9614 
E-MAIL: bookexpo@reedexpo.com WEBSITE: bookexpo.reedexpo.com 
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Dreamcast Strategy Reveals Marketing Nuances 


down in the document. The document 
appears to be the kind that would be used to 
present goals to potential partners and ana- 
lysts, 
elements its planning to introduce along 


which offers a breakdown of the many 
with the Dreamcast. It brings up the basic 
issues that any product—in or out of the 
interactive industry— needs to address, such 
as how Dreamcast can be differentiated from 
other competing systems, how to build an 


audience/community for long-term appeal 


and the identification of potential revenue 
sources. However, it also details product- 
specific items that Sega hopes will add to 


Dreamcast overall appeal. 


One such topic address within the docu- 
ment is an element called *Zine." While the 
standard term *zine" originally indicated an 
independent (and usually photocopied) pub- 
lication about a certain topic, short for 
“fanzine,” it now has a larger meaning of an 
online or web-based publication, because of 
the ease of creation and global availability. 
Sega “Zine” seems to be a web-based pub- 
lication focused on Dreamcast, as it notes 
availability to users through browser or 
WebTV. 

Notably, "Zine"—or "DC Zine" as 
another page refers to the *Complementary 
online services to games"—is seen as a 
broad-based delivery system for content and 
promotions from expanded branding, 
demos, game information, community- 
building chat, *buddy lists" (for paging and 
conversation between users) and even rank- 
ings. Another topic that’s indicated is 
"email," so you have to wonder if Sega will 


jump on the bandwagon of offering free 


email accounts as part of the Dreamcast 


"Zine" membership, much like Hotmail. 


Another strategic focus is first posed a 


question: "Can Sega use Dreamcast to ca 


ture some of the online gaming market and 


leverage the skills and functionality of 


Heat.net?" In the document, this element is 
noted under the name “Kage.” While it's the 
name ofa character within the Virtua Fighter 


universe, Kage—also noted as *DC.net" in 


the document—is probably the working title 


for the online-gaming network that will 


е 
set up for Dreamcast players, much as 
Heat.net has been a driving force behind 


Segasoft’s PC games and other network 


games, such as the Quake series, Unreal, the 
WarCraft line and Baldurs Gate. In addition 
to online gaming, Kage seems to be set up to 
also provide chat, buddy list functions and 
information passing. 

With Dreamcast providing easy connec- 
tion to online services through its 56K 
modem—as announced by President/CEO 
Bernie Stolar at the recent Game Developer 


Conference 


Sega is hoping to push online 


games. This is an aspect of console-based 


Sega's Sonic Advei 


nture (left) is considered by many industry people to be one of the best new videogames for 1999. Midway's NBA Showtime (right). 


gaming that has been non-existent, though | network use" and *develop and own [the] 


companies have pitched modems previously. 
Quite some time ago, Nintendo announced 
plans for its Nintendo Entertainment 
System (NES) to be linked into a network 


that would enable entry into lottery games in 


Minnesota, but the plan wa apped after 


some public outcry. Ironically, Sega had a 


product for the Genesis system that it 
showed at a Consumer Electronics Show 
called “Telegenesis Modem," which similarly 
was scrapped. 


Sega's Get Bass 


COMMERCE OR BUST 
The Internet has inspired new ways of doing 


usiness. Companies like Amazon.com have 


ought in a lot of customers—if not made 
money also—by powering the introduction 
of “ 


demand method of selling goods. You can 


отте 


е,” a relatively new yet in 


imagine the synergy of having a system 
such as Dreamcast, which is expected to be 
fully capable of getting on the Internet in 
addition to just playing games online. 

Part of Sega's strategy document is 
devoted to *E-business," which it defines 
with goals of "increased profitability" and 
making Sega the *Gaming Entertainment 
While 


aspect to setting up such a system 


Leader.” revenue is one obvious 


where 


the consumer can buy game-related mer- 


chandise, software and perhaps even the 


Dreamcast system itself—Sega also expects 


the creation of an e-commerce site will be a 


"marketing tool to promote [the] game and 


relationship with [the] consumer." 

‘Those sound like aspirations that Sega 
would aim for in building up lucrative rela- 
tionships with members of the retailer 
community—which some within the 
industry have noted was a missing link in 


the Saturns marketing program. 
Obviously, an e-commerce program cuts 
out the stores from the equation, leaving 


5 


the sales 


1 to talk directly with the consumer in 


process. Its left to be seen 
whether Sega is planning on taking advan- 
tage of the lower costs and higher profit 


margins by selling direct to the consumer, 


at the cost of retailer relationships, or if 


ІСІ find some way to use the e-commerce 
structure to also boost the retailers with 
which it's collaborating to sell Dreamcast. 
The body count for such an endeavor has 
to be packed with personnel, and indeed 
Sega's strategy document has a sizable 
organizational chart under its E-Business 


program proposal. 


SEGA: MUM’S THE WORD 
In all fairness, there's no guarantee that the 
К edi- 


torial office will end up being an accurate 


document received at the Game W 


representation of what Ѕесаѕ final path 
with Dreamcast will be. However, while 
the document was obviously a conceptual 
draft and may never come to fruition as 
written, it does carry a March 1999 time 
stamp, so it represents a recent take on 
Sega’s views toward marketing Dreamcast. 
Conversely, plans frequently change, and 
as the competition shapes up, Sega can be 
expected to alter and morph its strategies 
in an effort to stay ahead of the others 
After being contacted by Game WEEK 
for comment to this story, Sega spokesman 
Dave Karraker wouldn’t confirm or deny 
the details within the strategy document. 
However, he did state, “Sega has not to 


this date announced its Internet strategy. 


We can confirm that [Sega is] working 
with Segasoft for the Dreamcast Internet 
component. We can also confirm that it's 
not Heat.net. We are working with 
Segasoft because of its success and exper- 
tise in building and maintaining Heat.net, 
which has built up 1.2 million users." 
This document does leave some obvi- 
ous questions, which become more press- 
ing as we get closer to the 1999 holiday 
Will 
expected and alliterative September 9, 


season. Dreamcast launch on the 
1999 (9/9/99)? The presentation notes in a 
couple of locations that this is the target 
date, though much needs to be accom- 
plished to meet that time-frame. Can Sega 
avoid losing some of its market to Sony's 


and Nintendo’s “FUD”? T 
keting "fear, uncertainty and doubt" that 


hats the mar- 


sets up consumers for concern over 
whether they should buy the system that's 
out first (in this case, the Dreamcast) or 
wait for a more potentially powerful game 
system and maybe better supported down 
the road. 


Also, what kind of software library will 


Sega have available to back up the 
Dreameast’s launch? Saturn was notably 
lacking in desired games when it was 
launched, which many logged as dooming 
the system. However, Nintendo Super 
NES launch in 1991 was ridiculed for the 
three games it offered (none were third- 
party releases), but development of third- 
yarty releases, such as Capcom’s Street 
Fighter and the contributions of other 
notable publishers, had SNES catching up 
oretty well with Sega's Genesis, even after 
Sega's two-year headstart. It's hard to say 
whether Sega' six games at Dreamcast's 
aunch (as noted in the strategy presenta- 
tion) will set down an inviting enough wel- 
come mat to consumers—and too early to 


tell if Sega's plans will be the spark that will 


put the see-sawing entertainment compa- 
ny at the top of its game once again. GW 
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By Andrew Goldman, 
CEO of Pandemic Studios 


equels are the best and the worst of 
the gaming industry. At their best, 
sequels are games refined to perfec- 
tion that we can quickly pick up and have a 
blast playing. At their worst, sequels are 
lame and boring add-ons to something that 
we've played before. In the end, you've got 
tc 


snow when it is time to do something 

totally new, and when it is time to refine 
А 

what you've got. 


At Pandemic Studios, we're currently 


making two big sequels—Bartlezone II and 
Dark Reign 1I. F. 


ferent challenges and opportunitie 


ch provides completely dif- 


but, we 
feel, both are good examples of how to 
approach making a sequel. 

When we made Battlezone, we felt it was 


time to create something totally new. 


Although there are some very cool elements 
to the classi 


vector graphic arcade game, we 
decided early on in the development of the 
game not to create a straight remake of the 
original. Instead, we set out to forge a brand 
new genre by combining action and strategy 
for the first time in a fully 3D engine. By 
putting players in command of a whole 


army, while they fought on the front lines of 


the battlefield, we were significantly upping 


Dark Reign 11 will allow gamers to 
take more precise unit control. 


the ante for players who enjoyed 
both action and strategy games. 
The Battl 


me development 
was a very experimental process. 
We spent ages working on the 
interface, refining the basic game 
mechanics and creating the essen- 
tial AI. It was an exhilarating experience of 


ver the 


solving each problem only to dis 
next. In the end, we released a critically 
acclaimed product (two Action Game of the 


Year awa 


rds, one Strategy Game of the Year 


Runner-Up award) that players loved, and, 


most importantly, it established its own 
unique position in the marketplace. 


Now we're moving onto Battlezone Il, 


and it is an entirely diff 


orent experience. 
After completing the first product, the 
whole team knew there was still a lot of 
room for improvement. This time we 
looked at the product and knew we already 


had more than enough to work with. So the 


Battlezone team is hard at work refining and 
adding to the core experience that made 
Battlezone so amazing. 

In order to achieve our goal, 
the first essential step was to keep 
the original team together. We 
had an extremely talented group 
of people working on the original 
project, and they all had great 
ideas for topping the last game. 
Furthermore, everyone on the 
team had an intimate knowledge 


of the technology and the ability 


to move it forward quickly. Finally, this is a 
well-developed team that can efficiently 
work together from day one. 


The second objective in making the 


sequel was to avoid the natural temptation to 


reinvent everything. There were a lot of 


things that people loved about Battlezone, 
and it is essential that we continue to deliver 
on these elements. То help us really under- 
stand what those ele- 
ments were, we did a 
lot of research. We 
also established a 
close dialog with the 
hardcore  Battlezone 
fans. For example, to 
help keep us on track, 
we created the 


Battlezone Hit Team 


to answer all sorts of 


questions that come 


up during the course of development. With 


3,000 members, we can get overnight feed- 

back from a real sample of our audience. 
Finally, we’ve focused on carefully man- 

aging all of the new technology. We devel- 


oped a lot of new technology for the first 


Battlezone. For Battlezone, it is essential that 
we keep the core that worked and move on 


to add killer new features, as well as refine 


the old ones. At the same time, we've got to 
be careful that the technology does not get 


stale. For example, even though Battlezone 


had great graphics, we’ve ripped out the 
entire graphics engine and replaced it with 
one that will lead the industry. 

One other element that has really shaped 
how we approach making the sequel to 
Battlezone is the fact that the game has no 
significant competitors. This allows us to 
ocus on making an incredible game, rather 
than worrying about entering into a market- 
ing feature race. This is the key area where 


our experience differs from the development 


process on Dark Reign II. 

The first Dark Reign went into the 
extremely well-developed Real-Time 
Strategy (RTS) marketplace with the inten- 
tion of incrementally advancing the game- 
play. Dark Reign received much recognition 
for introducing innovations in gameplay, but 
it did not try to evolve the genre radically, 


since there was an established RTS game- 


play paradigm which was, and still is, enjoy- 
ing tremendous success in the marketplace. 
Oddly, the first Dark Reign development 


resembles our process in making Battlezone 


П, whereas with Dark Reign II, the team is 


taking more of a first-time approach to the 


sequel—similar to the development of the 
first Battlezone 

Since Dark Reign came out, there has 
been a flood of RTS games, and, to us, the 
format is feeling kind of played. With 
Dark Reign П, we're working to bring 
something fresh and innovative to the 
experience. Fortunately, the technology 


has advanced to the point where we can 


Battlezone ІІ uses a new graphics engine. 


push real-time strategy to a new level. 

Again, we kept the core team together, 
ensuring that we capture all of their expe- 
rience in making an RTS game. They 
have the traditional game mechanics 
under their belt, which has allowed them 
to be extremely adventurous in develop- 
ing new technology. The Dark Reign II 
team is making the move into dramatic 
3D, but they're taking it further than sim- 
ply making beautiful graphics. The new 
game takes full advantage of more realis- 
tic scale and the ability to take more pre- 
cise control over your units. We believe 
that the end result will be a game that not 
only looks stunning, but also plays in a 
familiar, yet new way. Line of sight is 
more obvious and more easily used to a 
player's advantage. You can use the jungle 
canopy as cover to move your units in for 
a stealthy attack. You can put snipers in a 
tree and watch him go from being an 
average unit to a super unit. The great 
thing about this is that the game has rich- 
er gameplay, but at the same time it is 
simpler and more intuitive. 

So, as you can see from our experiences 
with these two products, no two sequels are 
alike. While on the surface both Battlezone II 
and Dark Reign II represent significant 


departures from their predecessors, the 
game improvements vary tremendously 
between the two products. There is no easy 
assessment that one type of sequel is better 
than the other, but each carries with it dif- 
ferent degrees of risk and reward both for 


the developer/publisher and the gaming 


public. What we have found to be consistent 
for both products is the value of retaining 
key members from the original teams, lis- 
tening carefully to the products’ fan base, 


and, most importantly, not making the mis- 


take of throwing the *baby out with the bath 
water." If approached correctly, sequels can 
be the most rewarding and successful prod- 


ucts to make. GW 
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:PC 
EA/Jane's 
: Sonalysts 
le: May 1999 
P: $59.95 
Co 650.628.1500 
Www.ea.com 


Fleet Command 


Breakdown 


Jane's Combat 
Simulations is synony- 
mous with the most real 
istic battle simulations for 
the PC. Now, Jane's is 
releasing its first real- 
lime strategy game, Fleet 
Command. At its core, 
Fleet Command is a 
naval warfare game. The 
game has every major 
naval/aerial weapon from 
19 countries 


Not much has been said 
about this title. 
Advertising and market- 
ing has been minimal 


Marketing 


Look for major launch 
campaign in May. 
National print in major 
videogame and military 
enthusiast publications. 
Extensive online сат 
paign with banners, shelf 
talkers and pos 


Up Against 


Command and 
Conquer: Tiberian Sun, 
Total Annihilation 
Kingdoms 


Bottom Line 


What hardcore gamer 
could resist a real-time 
Strategy game from 
Jane's? This title will be 
an instant success with 
the sim crowd who is 
familiar with the Jane's 
name and library of 
games. Could be a hard 
sell for everyone else. 


: PlayStation 
989 Studios 


989 Studios introduces 
3Xtreme. The game fea- 
tures new motion cap 
tured animation and is 
packed with authentic 
moves and tricks. 
SXtreme showcases 13 
racers and 23 courses. In 
addition to skateboar 
and inline skates, players 
are now able to race on 
BMX bikes. 


This title has been rela- 
tively quiet until now. The 
first two titles did very 
respectable numbers. 
The jump to 3D was defi- 
nitely a good move. 


30 second TV spot will 
air on MTV, ESPN, 
ESPN2, Comedy Central 
E, Fox Sports Net, 
Speedvision, TNN and 
TBS/TNT. 125,000 con 
venience stores across 
the U.S. will have the 
3Xtreme logo on Slim 
Jim packaging/meat 
snacks positioned at 
cash registers. 


Е 


Street Sk8er 
Rush Down 


With the other extreme 
sports titles being 
mediocre at best, 
ЗХігете has a good 
chance of making an 
impact and selling 
through quite nicely. 


408.985.1700 
www.accolade.com 


Slave Zero 


: N64, PlayStation 
Acclaim 
guana West 
e: May 1999 


P: $59.95, $49.95 


516.656.5000 
www.acclaimnation.com 


WWF Attitude 


A 


PlayStation 
Nuby 
Nuby 
Now 
$34.95 
888.NUBY.MFG 
www.nubyonline.com 


Cool Rhythm 


One of the most highly 
anticipated titles from 
last year is almost ready 
for release. Slave Zero 
from Accolade gives play- 
ers control of a giant bio- 
mechanical war machine 
of the future, in a battle 
against rival forces in a 
vast metropolis. The real 
time 3D engine allows for 
highly detailed animated 
graphics. 


Overall hype has been 
positive. Slave Zero hi 
already made the covers 


ing magazines, and the 
initial response to the title 
has been overwhelmingly 
good. 


Unique print media cam 
paign lined up to 
increase awal 
the package design 
Single page ads in most 
of the PC game books 
Presently running a 
downloadable demo on 
the Internet. Special 
advertising promotions 
with key retailers, Unique 
POS initiative is in the 
works. 


This title is rather unique 
to the PC action genre, 
and there is nothing real 
ly like it out there at the 
moment. 


It was a good move that 
Accolade shifted focus 
from driving and sports 
games to develop a title 
like Slave Zero. Gamers 
have been waiting for this 
type of action-shooter. 
Totally immersive worlds 
combined with gorgeous 
visuals and tight controls 
make Slave Zero a 
potential hit, 


Acclaim had great suc 
cess with WWF War 
Zone. Now hoping to take 
wrestling games up a 
notch is WWF Attitude, 
featuring over 55 WWF 
superstars in all-out 
wrestling action. New 
features include specialty 
matches, new arenas and 
the first ever “Create Your 
Own Pay Per View 
Mode.” 


Breakdown 


Adding stereo speakers, 
audio and video outputs, 
and a headphone jack to 
their Cooling Station, 
Nuby has created the 
Cool Rhythm. A device 
with appeal to gamers 
not currently running 
PlayStation audio through 
a stereo TV or entertain- 
ment system, it offers a 
low-cost alternative for 
"improved" sound. 


Last year's game was 
well received, and the 
hype has been generally 
good for the sequel. Early 
coverage by the press 
has been positive. 


Word-of-mouth on the 
Cool Rhythm will run pre- 
dominantly. , .cool. Its 
market is much more lim 
ited than its speakerless 
sibling the Cooling 
Station. Moreover, very 
few publications have 
actually reviewed it to 
date. 


Multi-million marketing 
and advertising cam 
paign. National TV cam 
paign starring the top 
wrestlers in the WWF 
National print in major 
videogame and wrestling 
publications. Extensive 
online campaign on 
acclaimsports.com with 
banner advertising. Radio 
giveaways. 


WCW Nitro 
WCW Thunder 
WCW Revenge 


Acclaim is pulling out all 
the stops to ensure its 
last WWF-licensed game 
becomes a sure hit. The 
graphics have been 
improved greatly, and the 
added features and 
colossal marketing push 
will make it a top seller. 


Marketing 


Nuby plans to include the 
Cool Rhythm as part of a 
family ad in gaming mag- 
azines and, thus far, has 

focused its efforts on get 
ting reviews po: in the 
consumer press 


Up Against 


Bottom Line 


Gamers, who already 
have their PlayStations 
connected to a stereo TV, 
won't be happy with the 
audio quality this device 
affords. Its noisy fan and 
tinny speakers add up to 
average sound at best. 
Stock the Cool Rhythm in 
single units and recom- 
mend it only to those with 
monaural sets. 
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Shadow Man 


Platform: PC, PlayStation, 
Nintendo 64 

Publisher: Acclaim 
Developer: Iguana 
Available: Q3 


Inspired by the Acclaim Comics/Valiant Heroes 
character of the same name, Shadow Man takes 
gamers to the very heart of darkness to confront 
unimaginable horrors in Acclaim's 3D action- 
adventure. Set in the mysterious backdrop of 
Voodoo mythology, Shadow Man puts players in 
the role of Mike LeRoi, English Literature graduate 
^n turned hired assassin, operating within the 


dark and seedy underworld of New Orleans. Using 
conventional and black magic weapons, Shadow 
Man walks between Liveside and Deadside worlds 
to wage war against a cabal of undead serial 
killers and legions of other worldly psychos 
Shadow Man is an action adventure game set 
up in a three-dimensional, third-person world. The 
player can take on the roles of both Mike and the 
Shadow Man within a variety of real-world and 
Deadside environments. The cool thing about 
Shadow Man is that the game will seem pretty 
simple and straightforward at first, but as the 
player progresses, the game slowly increases in 
complexity. There will be numerous paths to take, 
and players will be exposed to more difficult chal- 
lenges and shocking images. Acclaim is hoping 
that playing Shadow Man will make people think 


they are taking part in an action-thriller with a 
dark psychological subtext. Immersive adventure 
aspects feature complex puzzle solving, involving 
The Texter and other mystical artifacts. Players are 
armed with an interesting array of conventional 
and black magic weapons— namely, 50 Desert 
Eagle, the Violator, the Shadowgun, the Flambeau, 
the Calabash, the Asson and many more 

Iguana, the developer behind hit games, like 
Turok: Dinosaur Hunter and NFL Quarterback 
Club, is once again pushing technology to the limit 
with Shadow Man. Shadow Man's state-of-the-art 
3D VISTA (Virtually Integrated Scenic Terrain) 


Darkstone 


Platform: PC 
Publisher: Gath. of Developers 
Developer: Delphine Software 
Available: May 


Developed by Delphine Software, the folks 
responsible for Moto Racer and Fade to 
Black, comes Darkstone, a 3D medieval, 
action role-playing game. Darkstone immers- 
es players into an ancient world in pursuit of 
seven magical crystals to empower a magical 
orb. Players must attain this mystical object 
to defeat Draak, the evil dragon that is 
attempting to conquer the ancient land and 
annihilate the world's population. Players 
must venture into 32 unique dungeons, filled 
with puzzles and monsters, to reach their 
goal. Players will simultaneously control two 
heroes. There are over four different casts, 
with both males and females, for a total of 
eight interchangeable characters. 


Z 


Ken Griffey's 
Slugfest 


— Y 
Platform: N64 
Publisher: Nintendo 
Developer: Angel Studios 
Available: May 


With fierce competition in the baseball cate- 
gory this year, Nintendo is hoping that Ken 
Griffey's Slugfest can surpass the others. 
Slugfest returns with better animation, high- 
res graphics and plenty of other improve- 
ments on last year's best-selling baseball 
game. The game will support the Expansion 
Pak for superior graphics, but even without 
the extra RAM, Slugfest will offer better reso- 
lution than the original N64 game 
Enhancements that bring home that genuine 
ballpark feel include improved sound effects 
and player reactions. The Al has also been 
beefed up over last year's game. Slugfest will 
also feature all-new player create options, 
updated rosters, uniforms and stadiums 


= 


Command and 
Conquer 64 


WCW Mayhem 


Platform: N64, PlayStation 
Publisher: Electronic Arts 
Developer: Kodiak Interactive 
Available: Q4 


Since obtaining the WCW license, Electronic 
Arts has finally revealed that it has been 
developing its first WCW licensed videogame 
for the past year and a half. Entitled WCW 
Mayhem, EA is hoping to take wrestling 
games to the next level. With major dollars 
going into marketing and production, WCW 
Mayhem is shaping up to be the most realis- 
tic and over-the-top wrestling game on the 
market. Over 60 big time stars of WCW will 
be in the game including Bam Bam Bigelow, 
Goldberg, Konnan, and Hollywood Hogan. In 
addition to all-out wrestling competition, 
Mayhem is going to have an actual plot. 
Although details are still under wraps, EA 
promises players will not be disappointed. 


М 


2 


game engine, utilizing Binary Space Partition tech- 


nology, allows potentially limitless game environ 
ments that let the player see, often literally, as far 
as the horizon without the need for fog. Shadow 
Man will feature lush backgrounds and graphics 
that create haunting and realistic gaming environ- 
ments. Softskin Technology allows for ultra-realis- 
tic facial structure and body features 

There will be over 40 cinematic cut scenes and 
a huge amount of pre-recorded speech (PC and 


PlayStation) that will be used to immerse the play- 


er further in the action. Look for Shadow Man to 
make a big splash at this year's E 


/ 


Platform: N64 
Publisher: Nintendo 
Developer: Looking Glass 
Available: June 28 


After “conquering” the PC and PlayStation, 
the famed real-time strategy game, 
Command and Conquer, is finally coming to 
the Nintendo 64. Command and Conquer 64 
will be the first ever, real-time strategy game 


tical to the PC version. Players will build their 
base, harvest Tiberium and then attack their 
enemy. Since the game is essentially going to 
be a port of the PC version, most veteran 
gamers will feel right at home with this game 
A definite plus for the game is RAM Pak sup- 
port. Not only are the graphics going to be 
high-res, each unit is going to be rendered in 
3D as well. At this early stage, multi-player 
support is still in discussion 


for the system. The gameplay is virtually iden- 
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FINANCI NEWS 


Can PC Titles Create a Viable Business 
Model with Virtual Retail Partners? 


By Paul Palumbo 


ne of the most stunning (although not 
completely 
offered at the 
Developers Conference (GDC) was that 


unexpected) statistics 


recent Game 
over half of all PC titles released never 
achieve sales of 10,000 pieces. Sales at that 
level—even assuming a relatively lean R & D 
budget of $500,000/SKU—is a huge, nega- 
tively amortizing business (see table below) 


that no one can afford to stay in for very 
long. With sales of 10,000 
PC title is going to lose about $500,000+ 


pieces, a typical 


dollars. Even assuming sales of 50,000 pieces, 
a PC title is not going to generate a mean- 
ingful return on investment (КОГ), based оп 
the current structure of the business. 
Clearly, the current developer/publish- 
er/wholesale/retail business model is not 


working for the vast majority of published 


product (save for the publishers owning 
10% of titles that were mega-hits on the PC 
in 1998). The question is, Can anything be 
done about it? if so, what, when and how. 


First, by way of comparison, the statistics 


about PC game failure rates at retail should 


»e put into perspective with other entertain- 
ment endeavors, from motion pictures to 


TV shows. How many TV show “pilots” 


Self-publisher model 


reps responsible for interactive/online prod- 
uct inventory and dangle exclusives in front 
of them to build their own traffic as a distri- 
bution carrot. This is not aimed at changing 
peoples’ orientation about playing games 
online either. This is a marketing exercise. 
While almost 60 million have Internet 


access either at home or at the office, it’s true 


o; 


that only 10-25% of all game players with 
multi-player capability take advantage of it. 
Many use Internet for information gather- 
ing only. There isa fit. Buying a game online 


and having it delivered to the home is not 
asking anyone to do what they are not 


already doing. 


INCREASING THE PROBABILITY 
OF RETAIL SUCCESS 
The problem turns on how to increase the 


odds of succ 


by altering business practices 
to adjust for the high rate of failure associat- 
ed with the industry. The first place to begin 
is by forging a new relationship with retail 
and retailers, both mass merchants and spe- 
cialty software stores. The idea is go “direct” 


to virtual retail (exclusively on the retailer's 
website), targeting software specialists ini- 
tially with a web presence, and gradually 


introducing the concept to mass merchants. 


Publisher reps will conduct business as 


Retail Game Development and Payback Р orma—PC game 


Year One Only 


Units Shipped and Sold 

Suggested Retail Price ......... 
ЭЦА ci cs UE kakama 
Retail Revenue... 
Wholesale Sell-in Price 


$125,000 
$500,000 


Marketing/Sales 
Development/R & D Costs... 
Returns Reserve ....... 

Packaging/Pressing..... 


еа! COGS Е УИ 
Title Contribution 
Publisher Margin 
Source: Paul A. Palumbo 


Wholesale Revenue .............................. 9230,030 .............. 


.$735,826 .... 
($504,896) .. 
(218.696) ....... 


25,000 50,000 
ИКС ЗЕЛ аны ESOS, 
DE PONTO не А MAL 20097 | 

..$824,750 $1,649,500 

ОО mai 809100 

$577,325 .. $1,154,650 
125,000 ...................8125,000 

.$500,000 ...................$500,000 

...$230,930 

$125,000 

.....$86,599 ....... «$178,198 
NS $889,564 ...............$1,154,128 
($812,239) . Ree Covi! 
(54.1%) 10,0% 


ever make it in front of prime-time audi- 
ences, and of those that navigate through the 
network selection gauntlet, how many make 
it through the first year? The answer is “not 
many." How many music CDs are released 
every year (and just as quickly forgotten), 
and how many contain hit songs? 

"The game industry should stop wringing 
its hands about the failure rate of PC titles, 
and begin looking at ways to reduce the cost 
of failure—which is as natural as success— 
and maybe even drive more titles into prof- 
itability as a result. A good place to start is 
through a growing network of e-tailers, 


from Amazon.com to specialty software 


retailers on the web. The idea is to target 


Jaffar) by going direct-to-retail anc 


usual, and press the flesh with retail reps, but 
they won't be pitching for physical shelf 
space anymore. 

Going direct to virtual retail solves too 
many problems immediately: the problem of 
a "returns reserve" and the shelf space 
crunch issue. The model has worked in the 
motion picture business. For example, some 
studios (mostly independent) go direct-to- 
retail on an exclusive basis with product. 
Some major studios (such as Disney) create 
more value with sequels (witness Return to 


bypass- 
ing theatrical distribution, which saves a lot 
of cash. It’s time for the games business to 
model 


look at a direct-to-retail business 


Direct to Retail Development and Payback Pr 


orma—PC game 


Self-publisher model Year One Only 

Units Shipped and Sold 10,000 25,000 50,000 
Suggested Retail Price ste EBD s $28.50 $28.50 
Virtual Retail Price ........ g 26819 95... $19.95 $19.95 
Virtual Retail Revenue ..........................8285,000 .................. $570,000 91,425,000 
Wholesale Revenue $199/500 tees OO DIO. u u ой $997,500 
Marketing/Sales. $125,000 ..... 125000... 

Development/R & D Costs. ...$500,000 500,000 ..... 

Returns Reserve .... Oso ABO ексе are ieee 

Jewel case/Packaging/ 

Pressing/Shipping .........:: OQ OOO’ «unseres $90 000 зь 

General and Administrative $19,950 .... 4,539,900... necs 

Total COGS .. $674,950 . $714,900. $849,750 
Title Contribution ($475,450) ..............(6315,900).. $147,750 
Publisher Margin 4998:29); етек (9:296). ..14.896 
Source: Paul A. Palumbo 


which gives even the smaller guys an oppor- 
tunity to forge relationship direct accounts 
that typically are owned by larger publishers 


on the boxed product side of the business. 


RETURNS RESERVE IS TOO 
EXPENSIVE, AND TIES UP PROFITS 
Returns reserves make up anywhere from 
20-30% of wholesale revenue, and with 
product sales of 20,000-50,000 pieces, it's 
simply too expensive and not an efficient use 
of capital. Many retailers are moving toward 
Just in Time (JIT) order fulfillment anyway 
to manage their operations, and so are pub- 
lishers. Mattel, for example, is moving its pro- 
duction and distribution scheme toward JIT. 
Plus, incremental product shipment gives 
both publisher and retailer to make promo- 


tion a more year-round function, instead of 


the traditional one or two months concerted 
effort. In this case, fulfillment could be han- 


dled by the publisher upon receipt of an 


invoice from the retailer or website. 


SALES ARE STILL 
A FUNCTION OF PROMOTION 
Title sales are a complex mix of street buzz, 
reviewers, promotion, marketing, MDF, 
publisher/developer legacies, etc. Promotion 
has always helped to sell games, and always 
will. But, what’s the shortage in any campaign, 
whether on the Internet or print? It’s promo- 
tional dollars and the sample audience/con- 
sumer traffic it drives. Recent research pub- 
lished by Ipsos-ASI (www.ipsos-asi.com) 
revealed that 40% of respondents who view 
static ad banners remember them, as com- 
pared to 41% for a 30-second TV spot. This 
is great news for PC publishers. Not many PC 
titles enjoy the awareness building muscle of a 
flight of TV spots backing them up, but 
maybe they don't have to pay the price of tele- 
vision to drive up the same level of awareness. 
“Tt depends on what you want people to do 
with the ad. If your only objective is to get 
people to remember the brand name, that's 


when you have a competitive situation with 


television,” says Marianne Foley, Sr. VP of 
Ipsos. “If the objective is to communicate 


more of 


ge, then TV has an edge 
bec: 


ise it is more media rich. If the goal is to 


take a direct action, then the ping pong bal 
goes back to the Internet because there is a 
click opportunity." 

Assuming $125,000 in sales and market- 
ing cash (including the 5096 of the budget 
allocated to MDF on a PC title), a publisher 


(or developer) could purchase the equivalent 


of 6.3 million ad impressions (at a $20 
CPM). Even at a relatively low 1% purchase 
rate, the title could sell through some 62,500 


pieces. And, the product could be given a 


greater level of visibility online that could 


never be achieved on a brick and mortar 


store shelf. The title and URL could be 
mentioned in retailer circulars and local 
print advertising, which is close to a zero 
cost incremental expense. Using local audi- 
ences to drive national awareness is a great 
model and takes advantage of the new 
“localism” power of the Internet. 
Publishers, like EA, try to achieve a rate 
of return (pre-taxes) of about 15% on all 
the direct-to-virtual 
ove), sales of 50,000 


pieces does result in an acceptable margin 


development. Under 


retail scenario (see 


using that benchmark. The model is a lot 
more realistic for tides currently selling 
10,000 pieces under the existing model than 
somehow expecting them to break through 
to the 100,000-piece level. But, it is realistic 


to shoot for a 50,000-piece sell through, and 
thats what hasn't been addressed in most 
organizations. The market continues to tell 
us there is demand for a wide variety of 
games, and that it’s a matter of matching 
demand up with a proper production deci- 
sion. As the business matures, however, it’s 
also about matching up the correct distribu- 
tion model and retail relationship with pro- 
duction decisions. There is a lot of opportu- 


nity to expand current business relationships 


and the way business is conducted. It’s just a 


GW 


matter of when, not if. 
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8:7 Release 
PC GAMEPAD Schedule 


All with Microsoft DIRECTX compliant 
driver software. 
True 8 Button compatibility has arrived! 


PC AVENGER PAD 


JP278 
Power means nothing without 
control. The new PC Avenger 
from Logic 3 gives you 
that control! Dual Analog 
& Digital movement 
combined with 8 individual 
fire buttons, all with auto-fire. The PC Avenger 
is fully supported by the latest Windows 95/98 
driver software. The software is Microsoft 
DIRECTX compliant and makes gamepad setup 
headaches a thing of the past. 
W 8 Button dual Analog/microswitched 
Digital pad for the PC 
Bi Complete with Windows 
95/98 Custom Driver 
Ii Analog throttle and control stick 
Wi Dual speed turbo fire function 


| 1Р269 
Тһе РС Intruder gives added 
dimension to game control. 
Digital control and 8 button 
layout make this pad unstop- 
pable and the special Logic 3 
drivers mean the Raider’s a 
pad built for punishment. 
т 8 Digital pad for the РС 
Wi Turbo fire function 
Bi Complete with 
Windows 95/98 
Custom Driver 


Nothing rocks like a Raider! 
Whether it's sports sims, 
heat'em ups or shoot 
^em ups, the PC 
Raider takes them 
all on and wins! The 
fully microswitched 8 
way ‘D’ pad gives maximum control with minimum 
stress and the Custom built Logic 3 drivers give you 
all the control you will ever need. 
W 8 button Digital pad for the PC 
1а Dual speed turbo available on all fire button 
W Microswitched 8 way directional control pad 
Ю Complete with Windows 95/98 
Custom Driver 


SpectraVideo USA Inc. 
4660 Duke: тре Suite. v 339, Я 
M о 45040 
: TEL: (519) 336 1970 SPECTRA—— 
513) 3 
WEBSITE: | Saad spectravideo.com ГЕЙІ 


‘All trademarks or trade names are the registered property oh Мей. respective companies. 11003 is a registered trademark of Logic 3 International Ltd. 
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Intl. Tr 


Pokemon inball 


Infogrames 
Konami 
Nintendo 


4/99 5/10/99 
5 6/99 
4/99 

03 
9/99 
6/99 
9 5/10/99 


Tom & 


Eogic 


(513) 336-1370 


Game Boy Color 
Product Manut./ Pre-Book EST Ship | Product Manut./ Pre-Book EST Ship 
Title Publisher Date Date | Title Publisher Date [ае 
40 Winks GT Interactive TBA 03 |І Nintendo TBA Q4 
Asteroids Crave TBA Q2 | Prince of Mindscape 3/99 4/99 
Barbie; Ocean Discovery Mattel Media TBA Q2 | R-Type DX Nintendo 5/99 6/28/99 
Bass Fishing Nintendo 5/99 6/28/99 | Revelations: D.S. Atlus 5/99 6/99 
CatZ Mindscape 7/99 8/99 | Roadsters 99 Titus TBA — Q4 
7/99 8/99 | Rug TBA (2 
__ 499 5/99 ЇВА__02 
Konami 3/99 4/99 3/99 4/99 
Defender/Joust Midway .. ТВА 2 TBA Q2 
Deer Hunter Vatical 3/99 4/99 Konami 4/99 
Disney's Tarzan Activision TBA 02 Hunter/Moon Patrol Midway TBA 
Duke Nukem GT Interactive 5/99 6/99 er Mario Bros Nintendo 4/99 5/ 
Griffey's S É Е Survival Kids Konami 


TBA Q3 
5/99 6/99 


Product Manut./ Pre-Book EST Ship | Product Manut./ Pre-Book EST Ship 
Title Publisher Date Date | Title Publisher Date [ае 
Age of Empires MacSoft TBA Q2 | Heretic Il Logicware TBA Q3 
Aliens vs. Predator — Logicware TBA Q3 | Interstate 76 ` Logicware TBA 04 
Aquazone Deluxe 5/99 6/99 | Quake ll "id/Logicware 5/99 6/2/99 
Battle zone ES \ Q3 Titus TBA 

6/99 

Q2 Tanaka acific Media 
Civilization II Gold MacSoft Q2 | Tomb Raider Gold Aspyr Media 
Deer Avenger Simon & Schus. 4/99 | Total Annihilation MacSoft 
Falcon 4.0 MacSoft 02 | TZAR | Haemimont 
FLY! Gathering of Dev. 3 4/99 | Zork: Grand Inquisitor Logicware 
Fox Arcade Pinball Fox Interactive 1/99 с=т 

L 


Nintendo 64 


Product Manut./ Pre-Book EST Ship | Product Manut./ Pre-Book EST Ship 
Title Publisher Date [ае | Title Publisher. Dale Date 
A Bug's Life Activision TBA Q3 | NFL Blitz 2000 Midway TBA Q3 
All Star Tennis 99 Ubi Soft 4/99 5/99 | Nomenquest THO ` TBA Q4 
Armor Acclaim O3 | Nuclear Stri THO TBA 02 
Army Men: 5Н | 300 04 | Ogre Battle 3 Nintendo TBA — 03 
Asteroids Crave Q2 Paperboy Midway TBA Q4 
Bass Masters Classic ТНО Q4 | Perfect Dark Nintendo/Rare ТВА Q4 
Battlezone Crave Q4 Playmobil Ubi Soft TBA Q2 
Blues Brothers 2000 Titus Q4 | Pokemon Snap Nintendo 5/98 6/99 
Caesar's Palace | e Q2 | Quake ll 5/99 6/09 
Carmageddon 64 nterplay Q3 Quest for Camelot TBA Q3 
Command & Conquer Nintendo 5/99 6/28/99 | Rainbow Six Red Storm TBA — Q3 
Deer Hunter ШЕТІ ТВА Q2 | RatAttack Mindscape Ent. 7/99 8/99 
Donkey Kong 64 ‘Nintendo 10/98 11/99 | Rayman Il _ Ubi Soft 8/99 9/99 
Duke Nukem:Zero Hour GT Interactive 7/99 8/99 | Ready 2 Rumble . Midway TBA — Q3 
Earthbound 64 Nintendo TBA 04 | Resident Evil 2 Capcom TBA Q4 
F1 World Grand Prix 2 Nintendo TBA 8/99 | Re-Volt Acclaim TBA Q2 
Gauntlet Legends Midw 8/99 9/99 | Road Rash 3D THQ ТВА 03 
Gex 3: D.C. Gecko Eidos Interactive TBA Q3 | Roadsters 99 Titus TBA 04 
бовтоп 5 Great Adv. — Konami | 4/99 5/99 | Rugrats Board Game THQ TBA (02 
Grand Theft Auto Rockstar TBA Q4 | Shadowgate 64 Vatical 5/99 6/98 
Griffey's Slugfest Nintendo 4/99 5/10/09 | Shadow Man Acclaim TBA Q3 
Harvest Moon 64 Natsume TBA 02 | Spider-Man Activision TBA Q3 
Hercules Titus TBA Q4 | StarCraft Nintendo TBA Q2 
Hybrid Heaven Konami 5/99 6/99 | Starshot Infogrames _ 4199 5/99 
Hydro Thunder Midway 9/99 10/99 Star Wars E1: Racer Nintendo 4/995/27/99 
Hyper Bike Кетс ТВА Q3 | Star Wars: PM Nintendo TBA Q4 
In-Fisherman Bass Hntr Take 2 6/99 7/99 | Superman | Titus 4/29 5/99 
Jeff Gordon Racing ASC Games 8/99 9/99 | Super Smash Bros Nintendo  3/994/28/99 
Jet Force Gemini Nintendo/Rare — 6/99 7/99 | The New Tetris _ Nintendo — 6/99 799 
Jungle Bots Titus TBA Q2 | Tonic Trouble Ubi Soft 5/99 6/99 
Kobe Bryant Courtside 2 Nintendo TBA Q4 | Twelve Tales: Conker 64 Nintendo/Rare TBA — Q3 
Legend of the River King Natsume TBA Q2 | Quake | . Activision 5/99 6/99 
Lego Racers Lego Media ТВА 03 | V-Rally Infogrames 4/99 5/99 
Looney Tunes: Spce Асе Infogrames 5/99 6/99 | Wild Metal Country Gremlin TBA 03 
Mario Golf _ Nintendo 8/99 9/99 | WinBack Koei TBA (03 
Monaco GP Ubi Soft 5/99 6/99 | World Driver Champ. | Midway TBA (2 
Monster Truck Madness Take 2 6/99 7/99 | WWF Attitude Acclaim 8/99 9/99 
Mortal Kombat: S.F. Midway | TBA — Q3 | X-Men Activision TBA 04 
NBA Јат 2000 Acclaim 10/99 11/99 | Xena: Warrior Princess Titus TBA — Q4 
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Manut Pre-Book — EST Ship Manut/ Pre-Book ЕБТ Ship | Product Manut Pre-Book — ESTShip | Product Manut./ Pre-Book 
Publisher Date Date Publisher Date Date Title Publisher Date Date Title Publisher Date 
SouthPeak 9/99 aT 6/99 7/8/99 Max Payne 3 Dev. 5/99 6/99 Silver nfogrames TBA 
5/99 8/99 9/99 | Mechwarrior 3 MicroProse TBA Q2 | Sinistar Unleashed THQ ____ТВА 
Age of Empires Il 8/99 9/99 | Duke Nukem Forever — GT Interactive TBA Q3 Messiah Interplay 8/99 9/99 Soldier SouthPeak — — 8/99 9/99 
Allegiance . Microsoft TBA Q4 | Dungeon Keeper 2 Electronic Arts TBA Q3 | Metal Fatigue Psygnosis 5/99 6/99 Titus TBA 03 
All-Star Baseball 2000 Acclaim 4/99 Elysium — — _ GT Interactive — TBA Q4 | Microsoft Football Microsoft 8/99 9/99 | Microsoft Q4 
Alien Resurrection Fox Interactive 8/99 9/99 | F-18 Super Hornet Titus 4/99 5/99 | Midtown Madness Microsoft 5/99 6/99 | Starshot Infogrames _ 4/99 
Amen GT Interactive 8/99 9/99 | Falcon 4.0 Add-On MicroProse 4/99 5/99 | Might & Magic МІ 300 4/99 5/99 | StarTrek: Birt/Federatn MicroProse 5/99 
Anachronox .. Eidos 6/99 7/99 | Fighter Duel 2.0 Infogrames Missile Command 3D Hasbro 8/99 9/99 | StarTrek Creator AO — Simon & Schus 4/99 
Aquazone Deluxe Mindscape 5/99 6/99 | Fightin Mindscape Ent Mission: Impossible Infogrames TBA Q3 | Star Trek Klingon Acad Q2 
Armor TBA Q3 | Flanker 2.0 Mindscape Ent. Mordor 2 Interplay | 8/9 Star Trek New Worlds — Interplay 03 
Babylon 5 3/99 4/99 | Flash Point Red Storm 0 |-Magic StarTrek: Starfleet Сот Interplay 10/99 11/99 
Babyz 10/99 11/99 | Hi ommand Electronic Arts 09 Mindscape Ent Star Wars: Pod Racer 4/99 5/99 
Baldur's Gate Add-on — Interplay 7/99 8/99 | Flight Unlimited 3 nic Arts 9/99 i Star Wars: Episode 1 5/99 6/99 
Barbie Tattoos Mattel TBA Q FLY! hering of Dev. 3/99 4/99 SW: Force Commander L TBA Q4 
Barbie Ultra Sports Mattel TBA 7/99 NASCAR Racing 3 Super Bike 2 nse Entert. 4/99 5/99 
Barbie Gotta Groove Mattel TBA Q4 Q4 NBA Drive 2000 Microsoft TBA SU-25 ~ Mindscape Ent. 10/99 11/99 
Baseball Pro 99 Sierra Sports 9/99 10/99 4/99 | Nocturne Gathering of Dev. 9/99 Tank Racer Grolier Int 4/99 5/99 
Battlezone |І Activision 6/09 7/99 | Giants Interplay 6/99 Nox Electronic Arts TBA Tenchu Activision 4/99 5/99 
Beneath Activision TBA 02 Golf with Johnny Miller Access Software 4/99 5/99 | Odium Monolith TBA The Next Tetris Hasbro 8/99 9/99 
Black & White Electronic Arts TBA 03 | Gunship 3 MicroProse TBA 03 | Omikron: Nomad Soul Eidos 9/99 10/99 | Tomb Raider 2 Gold Eidos 4/99 5/99 
Blue's 123 Humongous 5/99 6/99 | Half-Life: Team Fortress Sierra 9/99 10/99 | Oni Bungie TBA Q2 | Tonic Trouble Ubi Soft TBA 02 
Brunswick Bowling 2 THQ — TBA Q4 | Heavy Gear Il Activision 3/99 4/27/99 | Outcast Infogrames 5/99 6/99 | Total Annih. Kingdoms GT Interactive 5/99 6/99 
Catz 4 Mindscape Ent. 8/99 9/99 | Hello Kitty Cube Frenzy NewKidCo TBA Q2 | Panzer General 3 Mindscape Ent. 8/99 9/99 | Total Annihilation 2 — GT Interactive 
Chessmaster 7000 Міпдѕсаре Ent. 8/99 9/99 | Hired Guns . Psygnosis TBA Q2 | Pern: Dragonflight Grolier Interactive 7/99 8/99 | Ultima Ascension Electronic Arts 
Civil War Experience ^ SouthPeak 7/99 8/09 | Hot Wheels Crash Mattel 8/99 9/99 | Pharoah Sierra Studios TBA Q3 | Racing Ira 
Clan Wars 3/99 4/99 | Indiana Jones & M. LucasArts TBA 03 interplay | 6/99 n GT Interactive 
| & C Ti Sun 6/99 9 | Intl. Rally Championship THQ TBA — Q3 GT Interactive ТВА Eis | 
onfirmed Kil A nertia . Microsoft TBA 04 Mindscape Ent. 7/99 Velocity Q4 
Conquest: FW | Int _ 4/ Q*bert 3D Hasbro 8/99 Virtual Deep Sea Fishinglnterplay | 02 
Counter Strike Infogrames | Jeff Gordon Racing ol ба _ 7/99 Quake 3: Arena Activision 5/99 Wall Street Tycoon interactive Magic 4/99 5/99 
Creatures Mindscape Ent. 9/99 10/99 | Kingpin Interplay 5/99 6/99 | Quest/Glory Expansion Sierra 7/99 | Warcraft 2 Platinum — Siera 6/09 — 7/99 
Creatures Ad 8/99 9/99 | KISS: Psycho Circus 0.0.0 4/09 5/99 | Rayman 2 Ubi Soft 9/99 | Warcraft 3 Sierra 10/99 11/99 
Croc Il TBA Q2 | Legacy of Kain Eidos 5/99 | Revenant Fidos 7/99 Warhammer: Rites/War Mindscape Ent. 5/99 6/99 
Curse You! Red Baron 5/99 6/99 | Lego Friends Lego Media 9/99 | Re-Volt Acclaim 6/99 9 | Warlords IV Mindscape Ent. 9/99 10/99 
Daikatana TBA Q3 | Legoland Classic Lego Media 6/99 | Road Wars Intense Ent 4/99 5/2/99 | Werewolf: The Apoc ASC Games 11/99 12/99 
Dark Reign 2 Lego Racers Lego Media 7/99 nity Monolith TBA Q4 | Wheel of Time G e 6/99 7/99 
Darkstone ` Lego Media 9/99 ) 599 6/99 | Wild Metal Country TBA Q3 
Dead Unity e Ma 6/99 h 1 Wild,Wild West TBA 
Deus Ex Eidos Links Ext 5/99 е Magic T \ 4/99 
Jiablo 2 Sierra Majest 4/99 
Jragon Microsoft Maisy 7/99 9 Blue Byte X-Com Alliance Prose 6/99 7/99 
Drakan: Order o.t. Нате Psygnosis Matchbox Hard Hat 8/99 9/99 Mindscape Ent. 8/99 YOOT Tower SegaSoft 3/99 4/27/99 
PlayStation 
Product Manut. Pre-Book — ESTShip | Product Manut/ Pre-Book ЕТ Ship | Product Manut./ Pre-Book ЕБТ Ship | Product Manut/ Pre-Book — EST Ship 
Title Publisher Date Date | Title Publisher Date Date | Title Publisher Date Date | Title Publisher Date Date 
Ace Combat 3 Namco TBA Q3 | Echo Night 5/99 6/99 | Lego Rock Raiders Lego Media TBA J3 | Soulof the Samura Konami 5/99 6/99 
Age of Empire Psygnos TBA 02 | Ehrgeiz EA ТВА 03 | Le Mans Infogrames 4/29 5 Spec Ops TBA 04 
Alien F 5/99 NewKidCo Looney Tunes; LiT Infogrames Spider-Man TBA Q3 
All-Star NewKidCo Lufia 11 Natsume TBA 5/20/99 
^ 0 399 4/99 
TBA 03 Superman 
SquareEA 8/99 9/99 389 Studios The Next Tetris 
Midway 8/99 9/99 NBA Showtime Midway a BA 24 | Thousand Arms 
Broken Ё 0 Eido; NFL Xtreme 2 989 Studios TBA Q4 | Thrasher 10/99 11/99 
Brunswick Bowling 2 THQ 04 Tal Panzer General Mindscape Ent. 9/99 Tiger Woods Golf 2000 E TBA 04 
Cabela's Big Game PS Майса! 5/99 Sony Quake Il Activision —— 6/99 | Tomorrow Never Dies MGM Interactive TBA 03 
Centipede - Hasbro Int. 6/99 Activision R Types Delta Agetec ER Q3 | Toonenstein Vatical 5/99 6/99 
Chessmaster Millenium Mindscape Ent 6/99 Konami ilroad Tycoon || Take 2 TBA Q4 Tony Hawk's Pro Skater Activision 6/99 
Лоск Tower 2 Авс Vatical Пу Racing Konami | | 4/99 5/99 | Velocity Acclaim 04 
2 Fox Interactive 5/99 Rat Attack Mindscape Ent. 6/99 Vermin Eidos —— 5/99 
3D0 TBA Rayman 2 ТІ Virus Infogrames 6/99 
TH — — TBA RC Stunt Copter WCW Mayhem EA Sports 04 
Ready 2 Rumble D: SouthPeak 04 
Kiss: Psycho Circus 0: 04 
T 5/99 


TBA TBA 4 
Dreams 4/99 4/99 10 L. 5/99 6/99 
Driver GT Interactive 6/99 TBA Q3 | Silhouette Mirage Working Designs 4/99 5/99 


Manufacturers: If you have found that your company’s products are improperly listed, are not listed, or are in need of updating, please ask your sales or PR department to send all relevant 
information to CyberACTIVE Media Group, Inc., GameWEEK, 64 Danbury Road, Wilton, CT. 06897-4406 USA or fax your weekly updates to 203.761.6184. Questions regarding this section may 


be directed to Ben Rinaldi at 203.761.6158, ben@gameweek.com. Media: Permission to reprint GameWEEK Release Schedule in consumer-oriented enthusiast publications or mass media not 
dealing primarily in the interactive entertainment industry is granted provided appropriate credit is given. 
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GameMEEK Interview: 
Fox Interactive’s 


Jon Richmond 


Making the transition from Hollywood to electronic 


entertainment 


By Marc Dultz. 


ben it comes to establishing brand equity and reaching crit- 


ical mass, many game publishers have turned to popular 


intellectual properties to help drive their business. The the- 


ory is that it’s easier to leverage a highly recognizable license than it is to 


create a wholly original concept. The results, as you might imagine, speak 


for themselves, with everything from Star Wars to Independence Day, 


from Johnny Mnemonic to The Lost World making the transition 


from the silver screen to the gaming platform. 


Several years ago, after realizing the full 
potential of some of its branded media prop- 
erties, the Fox Filmed Entertainment 
Group created the Fox Interactive divi- 
sion—a separate business unit—whose 
strategic goal was to take some of its most 
well-known film and television properties 
and translate them to the interactive enter- 
tainment format. For the better part of four 
years now, Fox Interactive has done just 
that, releasing a bevy of products that has 
not only earned it the adoration of the gam- 
ing community but the respect of the retail 
community. Most 
Interactive has become one of only two 


importantly, Fox 


media-based companies to have survived the 
so-called “media blitz" of the early '90s, a 
phenomenon that hasn't escaped the atten- 
tion of industry analy 
Recently, GameW 


ts. 


| was fortunate 
enough to catch up with Jon Richmond, 
president of Fox Interactive. In our exclusive 
interview, Jon not only explains how his 
operating unit managed to survive the media 
invasion, but also how it has gone on to 
come one of the leading publishers of 


»rand-driven products. 


GameWEEK: Jon, would you mind dis- 
cussing your background, role and 
responsibilities at Fox Interactive? 

Jon Richmond: Before joining Fox, I was 
at Disney for 10 years, last serving as Senior 
Vice President of Walt Disney Attractions, 


helping to rescue a certain troubled 
European theme park. 

Currently, as president of Fox Interactive, 
I oversee the team responsible for the devel- 
opment, design and conceptual creation of 
the entire product line, as well as the market- 
ing, sales and publication of those products. 


GW: ! would imagine that when the Fox 
Filmed Entertainment group announced 
the formation of the Fox Interactive 
unit, the newly formed division met 
with some initial skepticism by both the 
gaming and retailing community. How 
have you managed to convince both 
groups that you're indeed "in it for the 
long haul?" 
JR: Its very true, we did meet with some 
skepticism partly because so many of our 
brethren media companies had jumped into 
this business with all four feet. I dare say that 
in most cases, they suffered terribly from it. 
On the whole, we benefited from our 
delayed entry because we were able to watch 
the other studios struggle and learn from 
their mistakes. Ultimately, we were able to 
convince both the gamung and retail com- 
munity that we were very Serious because we 
approached the industry as a. games busi- 
ness, not as a licensing or “license-slapping” 
business. From the start, we have always 
considered the great gaming companies as 
our primary competitors, not the other 


media companies or motion picture studios. 


Croc 2 is due out around June of this year. 


GW: Most of the major media conglom- 
erates that entered the interactive enter- 
tainment market several years ago have 
since pulled up stakes, unable to turn a 
profit after sinking huge sums of money 
in the industry. Where do you think most 
of these companies went wrong, and 
why do you believe Fox Interactive has 
managed to beat the odds? 
JR: I think there are two principal reasons 
that led to the demise of these other compa- 
nies. The first, of course, is market-related, 
while the second has to do with the 
approach they took to the business. 

In the first half of this decade, there was 
a lot of hype surrounding the CD-ROM 
market for ente 


ainment properties on the 
personal computer. I believe that led most of 
the major media companies to jump into the 
marketplace without much preparation, 
using a strategy that didn't pan out. We were 
fortunate, partly from a timing standpoint, 
because when we entered the marketplace, 
we realized there were not only a relatively 
modest market for PC-based software, but 


also a huge potential market on the next- 
generation consoles. Because we began this 
company in late '95, we were able to benefit 
from the console manufacturers! huge dom- 
inance of the market that took place over the 
last four years. 


As I alluded earlier, other media compa- 


nies’ approach to the market emphasized 
licensing and merchandising over creativity. 
In other words, they viewed the computer 
software market not unlike the way they 
viewed the video, book or merchandising 
market. They believed they could take their 


properties and convert them rather e 


into these new mediums, in much the same 
manner they had done so successfully with 
video, where the underlying property sells 
the product. Unfortunately, that doesn't 
work, because unlike video or some of the 
other ancillary markets, the game market is 
creative from the very start. At Fox, instead 
of assuming that the property would sell the 
product, we began with the belief that the 
product needed to sell itself and that th 
property was an assist or a crutch that would 
help to heighten consumer awareness. 


We began to develop product from the 
ground up, and were rather careful about 


how we brought some of our properties to 


market. We also began to create ori 
properties for the gaming market, and I 
think that ultimately allowed us to succeed 


where others failed. 


GW: Up until recently, Fox Sports had 
been working in conjunction with 
Gremlin Interactive to produce a variety 
of sports-related games. | understand 
that you've since changed that strategy 
and have now established a partnering 
relationship with several different third- 
party developers, including Radical 
Entertainment and Farsight Studios. 
Why the sudden shift in strategy, and 
what does it mean for the average 
sports enthusiast? 

JR: I don't think it's a sudden shift in strate- 
gy. I think it’s a progression as we enter the 
sports arena. The 


cement and arrange- 
ment that Fox Sports Interactive had with 
Gremlin allowed us to get into the sports 
business and "dip our toe" into the market- 
place. That worked very well for us, and we 
consider it to have been a successful launch. 


As we then grew and as we began to grow 


the offerings of Fox Sports Interactive—as 


—— — M ————  E,>t+>=+— .s —<—.Nç——,—cç<———— —— Ü — MÀ LÀ 
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GAMEWEEK RESEARCH 


Market Tracking Reports rep 


Top 10 Best Selling Video Game Titles 


Based on Items Introduced in 1999 Only 
March, 1999—Weeks One & Two (2/28-3/13) 


AVG. 

RELEASE RETAIL 

RANK PLATFORM TITLE PUBLISHER DATE PRICE 

Йыш PSX MET Syphon Filter....................989 Studios..................Feb '99.............. 41 

Э... NDA «Mario Party ...................... Nintendo of America......Feb '99 .............. 50 

...Silent Hill „Konami . 2545 

ағаға POR анна WCW/nWo Thunder .......... Til esten 41 

Duss PSM a si STEEL SKBEL ызы Electronic Arts .............. E 099... 41 
бы PK , „Fisherman's Bait опаті Feb 99... 

П СЕ ИЯ Wario Land 2 ................ „Nintendo of America......Jan '99 ..............928 

Ваги PSX . ....Marvel vs. Street Fighter ..Capcom ........................Feb'99..............$38 

B ceo NO ud Castlevania ......................Konami ................. dàn 99......... $51 

10........N64 ............. WCW Nitro .... THQ, Жр 99... $51 


Source: NPD TRSTS Video Games Service e 516.625.2345 


Game Quality/Value Rank by Publisher 


Q: Which company do you think produces the best high quality games? 
Q: Which company do you think produces the most fairly priced games? 


* Publishers with an index of 2 or above 


B = % Rate High 0) WEB % Rated Fairy Priced 


Shown above is a list of publishers ranked by the respondents for quality and value priced games. In the 
fourth column, an index combines the two responses into one score in order to illustrate the overall rank of 
the publisher. 


The index is derived by multiplying the second and third columns. It reflects the "impact" of each publisher's 
games on the respondents. 


Sierra has the highest index score which indicates that it has the highest quality/most fairly priced games. 


The above information was taken from the Gaming 2001 Report, a multi-client study of consumers that focuses on the future of the gaming market devel. 
‘oped and performed by Fairfield Research. The Gaming 2001 Report is sponsored by GameWEEK Magazine and CIBC Oppenheimer, and was developed 
with input from the key companies who develop or manufacture game hardware and software. For more information regarding the Gaming 2001 Report 
contact Fairfield Research, Inc., 5815 South 58th, Lincoln, NE 68516, 402.441.3370, www.cybersurvey.com. 


Top 10 Nintendo 64 Games 


Ranked on Units Sold—March, 1999 
Weeks One & Two (2/28-3/13) 


RELEASE AVERAGE 
RANK TITLE PUBLISHER DATE RETAIL PRICE. 
the „Nintendo of America ........ 50 
2. intendo of America . $60 
3. ...GoldenEye 007........ „Nintendo of America . .$40 
4. „SW: Rogue Squadron .. ucasArts .. $^ .$50 
5 Mario Kart 64.......... intendo of America . 
6 гә Super Mario 64 ..... „Nintendo of America ....... 
ї ...WCW/nWo Revenge 
8 „South Park... 
9 Nascar 99 
10.. Castlevania .... опаті.................. 


Source: NPD TRSTS Video Games Service e 516.625.2345 


Top 10 Sony PlayStation Games 


Ranked on Units Sold—March, 1999 


Weeks One & Two (2/28-3/13) PlayStation. 
RELEASE AVERAGE 
RANK TITLE PUBLISHER DATE RETAIL PRICE 
1 г Syphon Filter ..989 Studios . 541 
2 «Silent Hill .... ...Konami...... 45 
S. Frogger ............... „Hasbro Interactive ... .$20 
4... .Gran Turismo Racing. „Sony Computer Ent.. May '98 841 
Bus „Metal Gear Solid. Sei ORAM Mics donc y $47 
6 .Crash Bandicoot 2 ony Computer Ent 1520 
7 Rugrats .. 5541 
8 WCW/nWo Thunder 841 
Ө. NBA Live 99 ...Electronic Arts ................. $41 
TO sas Spyro The Dragon „Sony Computer Ent... .$40 


Source: NPD TRSTS Video Games Service e 516.625.2345 


Top 25 Video Games 


Ranked on Units Sold—March, 1999 
Weeks One & Two (2/28-3/13) 


AVG. 

RELEASE RETAIL 

RANK PLATFORM TITLE PUBLISHER DATE PRICE 
„Syphon Filter . .989 Studios............... „Feb 99, 


.Mario Party ... 
Pokemon Blue 
......Pakemon Red........ 
„Silent Hill 
„Frogger .. 
.Legend of Zelda: Oot . 
GoldenEye 007......... 
.Gran Turismo Racing 
„Metal Gear Solid..... 
.Crash Bandicoot 2 .. „Sony Computer Ent. 
НИШ асо ТИЙ aia 
WCW/nWo Thunder 7 
.NBA Live 99.. ectronic Arts 
.SW: Rogue Squadron ......LucasArts ...... 
„Spyro the Dragon ............Sony Computer Ent. 
-Crash Bandicoot Warp 
WOW Nitro ............. 
„Mario Kart 64.... 
„Super Mario 64 . 
Tetris Plus ..... „Jaleco .. 
„Street Sk8er ... Electronic Arts ad 
„Zelda: Link's Awakening ..Nintendo of America .... 
‘ool Boarders 2 ..... ony Computer Ent. . 
ICW/nWo Revenge HQ... 
Source: NPD TRSTS Video Games Service ө 516.625.2345 


intendo of America... 
intendo of America...... 
intendo of America...... 
Konami ................. 
lasbro Interactive 
intendo of America. 
intendo of America 


„Nintendo of America..... 
Nintendo of America..... 
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www.gamedaily.com 


Stock Index 


Publishers/Manufacturers 


52-WEEK 52-ШЕЕК 


LOW 


PIE 
RATIO 


3/26/99 
CLOSE 


4/1/99 
CLOSE 


% CHANGE 
IN PERIOD 


% CHANGE 


COMPANY 


Зр Labs Inc Ltd ..... 


Advanced Micro Devices Inc .. 
Apple Computer ....... 
Brilliant Digital Enmt Inc... 


Eidos Interactive 
Electronic Arts 
Expert Software.. 
«GT Interactive 
Ед: е НЕН 
Hewlett Packard 


NYSE .. 


NASD ... 

NASD ... 

NASD .. «Intergraph 
NASD ....... Interplay 


NYSE : ...Learning Company | 
NASD ........ „Logitech E 
NASD ..... ..Macrovision.... 

NYSE ........ „Mattel Inc .... s 
NASD ... .Metrowerks Corporation 


NASD ... Microsoft 

NYSE Midway .. or 
NASD .... Piranha Interactive Publishing 
NASD .... Recoton m 
NASD ........EGAM eGames Inc. ..... 


NYSE Sill aie OO ІПС 

NYSE ........SNE ..........Sony Corp. n Ert 
NASD SSII „Sound Source Interactive Inc 
NASD ........STBI Stb Systems 

NASD TTWO Take Two 

NASD THQI 


NASD TMSR Master 
AMEX VIA Vie 1 К 
NASD VOXW Voxware Inc 


Retailers and Distributors 


52-WEEK 
HIGH 


52-WEEK 
LOW 


3/26/99 
CLOSE 


4/1/99 
CLOSE 


% CHANGE 
IN PERIOD 


% CHANGE 


TICKER COMPANY 


Digital River Inc 
eBay Inc ...... 
..EggHead 
Electronics Boutique 
Fred Meyer Inc. ..... 
..Funco Inc 


„Navarre ............... жабық 
OBS J wwsawawaswaswananaeña ass ОБОО а 

Service Merchandise ........ 2.37 
Staples хааои 400 
TANGY ырдата 64.81 
...Tops Appliance К 
NYSE. ШҮ э, Toys А Us .......... 


Source: Nordby International, Inc. (nordby.com), Boulder, CO. This information is based on sources believed to be reliable, and while 
extensive efforts are made to assure its accuracy, no guarantees can be made. Nordby International assumes no liability for any 
inaccuracies. For information on Nordby's customized financial research services, call 303.938.1877. 


gamedaily.com 


Visit www.gamedaily.com for the 


latest information and stock index quotes. 


Index Comparisons 


[Ж] GameWEEK Publisher's Index 


[ GameWEEK Composite Index 


EA NASDAQ Composite 


| GameWEEK Ret./Dist. Index 


Summary of Results 


Advances: 40 Declines: 30 Unchanged: 3 


GAINERS % CHANGE 
Beyond.Com Corp 

eGames Inc % 
Adrenalin Interactive Inc New 34.00% 
Digital River Inc... -26.86% 
ThrustMaster 26.21% 
LOSERS % CHANGE 
Voxware Inc -29.03% 
Service Merchandise... .-20.0096 
Midway -16.7796 
Cdnow Inc -14.09% 
eBay Inc 10.28% 


INDEX COMPARISONS 03/26/99 4/1/99 МЕТ CHANGE % CHANGE 
GameDaily 

Composite Index 2005.94 2.91 
GameDaily 

Publishers Index .. 1880.74 ....1937.09 56.35 3.00 
GameDaily 

Retailers/Distributors ..2763.38 ҮС Ф н 2081 
NASDAQ 

Composite 2419.17 ....2493.37 74.20 3.07 
Dow Jones 

Industrial Average 9822.24 ....9832.51 ......10.27 0.10 
S&P 500 

Stock Index «1282.80 1293.72 10.92 0.85 
Russel 2000 .. 393.92 H 4.82 
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Reader Informa "on 


(e, 
EX 


Renting Games 


For the week ending March 28, 1999 


Weekly 
Turns (000) 


Weekly 


Rank Platform Title Game Publisher Revenue (000) 


Mario Party 
„South Park 
Silent Hill „Konami . 
Syphon Filter .... 989 Studios. 
WCW/nWo Веүепде.......................... THQ Inc. ...... 
Vigilante 8 Activision 
-WOW/nWo Thunder THQ Inc. 
.Legend of Zelda: Ocarina of Tim intendo of America. 
АСТ МӘНІЗШІ енени 300 Games...... 
Star Wars: Rogue Squadron ..............Nintendo of America............... 
....GoldenEye 007 ... .Nintendo of America. 
.Metal Gear Solid . „Konami . 
WCW Nitro ...... .THQ Inc. 
WWF: Маггопе .......... аанньа Acclaim Entertainment .............................. 
Triple Play 2000 . 
„Battle Tanx 
„Castlevania . 


Nintendo of America. 
„Acclaim Entertainment 


Aug '97. 
„Oct '98 , 
Feb "99, 
ШВ NN 
„Маг '99. 
ес '98. 
„Jan 99. 


«Turok 2: Seeds of Evil „Acclaim Entertainment „Nov '98. А 
ROTES дды оола андык нга TE ӨС ЇЙ@ уау поена NOW СӨЙ осле 
„Mario Kart ........ „Nintendo of America.......... .Feb '97 
„Twisted Metal 3 Sony Computer Entertainment 

„Midway ... 


„Sony Computer E Entertainment 
...Nintendo of Атегіса.....................40.2. 
...Midway ....................... 


Consumer Publications 
We Read 'em So You Don't Have To 


Title Publisher/System Publication/Website Review Score 
Carmaggedon 2: 
Carpocalypse Now........................ Interplay, РС........ «PC Gamer .. 
videogames. com 
PC Accelerator . 
Silent Hill, secet KONE P SX: agieren РЭМ, еван. 


videogames.com . 
Next Generation 


Sid Meier's Alpha Centauri „Electronic Arts, PC 


ign PC ...... eater 
Next Generation ... 


Nelly stitit eec 


Activision, PSX videogames.com 
ign PSX ............. 


Next Generation ... 


Global Domination .. Psygnosis, PC «ign PC « 
GameSpot. com, 
PC Gamer .. 
Vigilante 8... Activision, МӨЛ... LLL Electronic Gaming Monthly... eee: / 10 
Nintendo Power ..7.9/10 
videogames.com 79/10 
Mario Party....................................Nintendo, N64 .............. Electronic Gaming Monthly .8.5/ 10 
ign 64 “79/10 
videogames.com Ta 10 
ШС УЧОО эро до иә рад жаркы Maxis, PC PC Games:  T vero Eis 


ign PC ...... 
GameSpot .. 


Calendar of Events 
May 


2-5 ЕВ Show 12-15 E 
Phoenix, AZ Los Angeles, CA 
610.430.8100 e3expo.com 
August 
30- Sept. 2 
IEMA Exec.Summit 
San Diego, CA 
theiema.com 
September 
5-7 ECTS 99 28 EB Show 
London, Olympia Orlando, Florida 
ects.com ebworld.com 


GameWEEK reader services 


Letters to the Editor: Gaze WEEK invites readers to voice their opin- 
n. All letters to the edi- 


care of this s 


ions, questions, or comment: 
tor must be signed by the writer, and include your name, title, compa- 
ny, address, telephone, fax, and Email (if applicable). GameWEEK 
reserves the right to edit all submissions. Inclusion in this section is 
entirely 


Magazine Editorial 
64 Danbury Road, Sui 06897 USA Phone: 
203.761.6159 Fax: 203.761.6184 Email: mike@gameweek.com 
Subscription Information: Gaze! PEK has a controlled circulation 
(free of charge) to all North American retailers/distributors who reg: 
ularly conduct business through the sale of interactive entertainment 
hardware and software products. Inclusion on our controlled circula- 
tion list is at the discretion of the publisher. Pre-qualification on the 
GameWEEK free list has been extended to employees of IEMA mem- 
ber compan 


pproved by their respective headquarters. 
Corporations, primarily doing business in the interactive entertain- 


ment industry that require additional copies, non-retail companies, 
or the ones located outside of North America, are required to pay 
the professional discount subscription rate listed below. Discounted 
rates for multiple subscriptions to the same corporate location are 
negotiable. 

Rates: U.S. $99.00, Europe $149.00, Elsewhere $200.00 Contact: 
Circulation Manager—Suzanne Manning Phone: 203.761.6160 Fax: 
203.761.6184 

Email: suzanne@gameweck.com 

Reprint Services: High-quality Game WEEK reprints of your compa- 
пух editorial coverage make for persuasive selling kits 
information please contact: Reprint Management Services, Inc. 147 
West Airport Road, Box 5363, Lancaster, PA 17606-5363 USA Phone: 
717.560.2001 Fax: 717.5 
List Rentals: (е7 
able for rent or sale as a courtesy to our subscribers. Solicitations pieces 


For more 


063 Email: reprints@rmsreprints.com 


agazine does not make its mailing list avail- 


may, however, be stitched, glued, or poly-bagged in the magazine pend- 
ing the publ 


ers approval. For more information contact: GameIVEEK 
azine Advertising, 64 Danbury Road, Suite 500, Wilton, CT 06897 
USA Phone: 203.761.6157 Fax: 203.761.6184 Email: jeffd@ 
gameweek.com 
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Classifieds 


R IL SERVICES 


groom (с-ш 
IN EUROPE 


STOP LOSING REVENUE ON SCRATCHED DISCS! 
STOP PAYING TIME AND MONEY FOR REPAIRS ! 
15-DAY MONEY 
BACK GUARANTEE 
INNOVATIVE DESIGN _ 
Lightweight, Compact, Fully Automatic, Silent Motor 
Operation 


RELINES, RESURFACES and REPAIRS: 
Repair's any kind of scratches. 

wo RIS ON ALL COMPACT DISC FORMATS: 
CD Rom, DVD and Video Games. 


3 SIMPLE TO USE: 
A Complete with easy-to-follow instructions, 


~ FAST AND ECONOMICAL 
Most repairs are completed in 2-3 minutes. 
Maintenance: .12¢ fo .20¢ per Disc. 
Inexpensive supplies. 
100% CHEMICAL FREE: 
No harmful chemicals or 
hazardous fumes. 


PATENT IN FILE INTERNATIONALLY 


110/V$699.00 


CALL TO ORDER NOW! 


Main 818-908-9904 
Fax 818-908-9905 


e.mail us at 
gametech @ pacbell.net 


GAME DISTRIBUTORS 


vi sema (800) 431-GAME (4263) 
ideo name 
Instructions? | Starter | 


| =» Package "> | 

Now you сап print your own 

instructions on your PC or order low-cost, Paysiatlun 20 Games POA 
pre printed stickers. No more renting PlayStation Games $1 0 


games without instruction. 1000's of titles 


available on all major platforms including 1 Г Call or FAX || 
PSX & N64. | for current | ! 
PINNACLE | Starter Package | stapes | 

GAME INSTRUCTIONS 14Games 5350 1 47050 
call today to order. m” „ВНЕ S Software " 1 


1-800-776-1605 


www.progame.com 


<> 
PlayStation 


——— 


Call (203) 761-6163 to Advertise 


GAME JOBS 


Fun and fast growing toy company has two excellent 
opportunities. The first, Toy Designer, must have mechanical 


design background and experience in consumer electronics, 
toys preferable. BS in Mechanical Engineering or Design 
required The second position is for a Game Product Manager. 
This individual should have a minimum of two years in 
product development and marketing. 
Both require individuals to be bright, self-motivated, insightful, 


BA required. 


well-organized and have excellent communication and 


presentation skills. Great salary and bonus structure. 


Send resume to: MGA 16730 Schoenborn St., 
North Hills, CA 91343 or fax: 818/894-1815 or 
email to mctiffany@mgae.com mctiffany@mgae.com 


223 East 9th Street e Los Angeles, CA 90015 
Z-Best Audio & Video 
WHERE YOU CAN FIND 
PSX ° N64 ° SNES 
Gameboy • Accessories 
at the best prices in town. 


We specialize in 
hard to find games. 
We buy used games. 
Give us a call toll free at 
T (888) 777-9230 
P (213) 627-1236 
F (213) 627-3381 


«<> 
m 


professionals. 


JARE is YOUR ONE STOP FOR 
YOUR CD-ROM NEEDS. 


e best selection, best prices and 


the fa ervices. Call for updated weekly special. 


PC GAMES ° REFERENCE е CHILDREN’S е ADULT 


Check out our fantastic prices and titles at 
www.dction.com 
For your adult DVD needs check out 
www.dction-dvd.com 


Action Sofrware Inc. 
440.942.9091 


.gamedaily.com 
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D ‚ ч 
The Last Word: 


The Power behind Brand Licensing 


By Dan Hammett, mass market consumer, as well as enthusiasts, Cabela’s to discuss licensing the brand, we 

VP of Head Games Publishing a chance to enjoy them from the comfort of found that the executives were very much on 

their homes. board with our goals. They got it! This is 

t has been over three years since Head The idea to seek out licenses happened in very important because once you sign a 

Games Publishing shipped its very first the cold basement of my home in the midst licensing agreement, every aspect of the 

branded title. Since then, we have man- | of a sub-zero Minneapolis winter evening. product from development to quality control 
aged to carve out a niche for ourselves in a. | Chad and I were shooting pool—I mean to retail merchandising is impacted. 

very competitive marketplace and attribute conducting research for our latest title—and We work very closely with each licensor 

much of our success to smart branding. In discussing how realistic the pool tables were to make sure that the final product is one that 

addition to differentiating our products looking in our Pro Poo/ game. As I leaned we are both proud to offer consumers. In 

from similar titles in the marketplace, we over to take my shot, I found myself staring addition, the licensor must be happy with the 

believe branding has helped bring new con- way their product is represented in the game. 


sumers to the PC software industry. There 
is no doubt in our minds that placing famil- 


In other words, once you set up a licensing 
agreement, the power is no longer exclusively 
iar names on games has made the software in your hands. Theres a lot of give and take. 
aisle a more friendly experience for mass Along with the harmonious unions we 
market computer owners. have forged, we have also experienced some 


One of the advantages Head Games stumbling blocks that anyone seeking out a 


Publishing has is that our games appeal to a icense should consider. Setting up these 
Е Ë g 


broad spectrum of consumers and, therefore, deals takes a lot of time and sometimes 
are a perfect fit for a variety of licenses. We 
make games based on popular outdoor and 
leisure activities, and have had the good for- 
tune of aligning our titles with some of the 
most recognizable manufacturers in their 
respective industries. 


things just don’t work out. For example, I 
was working out the licensing agreements 


for our recent Extreme Rodeo title, and one of 
my targets was Wrangler Jeans. Now I know 
that there is no hard correlation there, but 


| for the sake of keeping my story short, let's 
Over the past several months, I’ve heard assume this makes perfect sense to all of us— 
many people speculate about whether the 


formula of matching brand A with brand B 


Jeans, Rodeo, a connection right! 


| So, over the course of about a month, I 


will continue to equal success in the years to Dan Hammett had built a great rapport with a wonderful 
come. Our feeling is that in a turbulent contact at Wrangler She seemed really 
industry like this one, there are no guaran- at the "Brunswick" name on the pool table, happy with our proposal and everything was 
tees, but let's just say that with five titles in and the wheels started to turn. It occurred to moving along nicely. And then, just when 
our Extreme series of PC games shipping to me at that moment that if we got our game the final contract was about to be signed, and 
retailers in the next few weeks, we're betting in front of Brunswick Billiards, one of the the Wrangler jeans were about to be thrown 
on its continued success. We believe the best known brands in the pool industry, it on the cowboys in our game, someone threw 
market for branded, value-priced software is would believe in our product enough to a hitch in our plans. It seems that Wrangler 
very strong and still growing. endorse it with its name. has two brands of jeans, some of which are 
A true testament to our philosophy is the It took some pavement pounding, but not carried in many of the retailer locations 
popularity of our Cabelas Big Game Hunter ultimately I was able to speak with and con- where the game could be bought. So, in 
franchise. Sales of the Cabelas games continue vince Brunswick that tying its name to our order not to confuse consumers, the compa- 
to be strong, and we expect the franchise to game was a win-win situation. After all, we ny opted not to pursue the agreement. 
sell more than one million units before the were both trying to reach the same pool Now this was nota do or die situation for 
release of Cabelas Big Game Hunter II later playing audience. Ultimately, this deal pro- us, but it does go to show you that hooking 
this fall. While the title’s success has been par- vided Brunswick with an additional avenue up with the right licensor is not as easy as it 
tially driven by its low price point, the Cabelas for reaching key consumers, and it gave us seems; it takes a lot of time to build relation- 
name attracted a number of consumers who instant credibility. This first deal was a huge ships and even when a great relationship is 
normally wouldn’t play games. Additionally, | learning experience for me and served as a forged, sometimes deals fall through. 
major brands, like Cabela’s, Remington, turning point in the course of our day-to-day Despite the ups and downs, I am more 
Brunswick Billiards and Zebco, have helped business. From that moment forward, we convinced than ever that branding is only 
us secure retail shelf-space in areas that are not have been in hot pursuit of major licenses for going to become more important as addi- 
specifically dedicated to computer games. each of our life-style titles. tional products hit store shelves and sub 
While the licensing aspect of our business When pursuing a brand to license, there $1000 PCs continue to bring new consumers 
has been a key factor in our success, believe it | are many things a publisher should consider. to the marketplace. I feel that consumer's 
or not, branding was not a part of the origi- First and foremost, they should choose a | buying decisions will continue to be driven 
nal plan my partner Chad Koehler and I had brand or licenses with guaranteed brand by brand recognition, especially those people 
mapped out for Head Games. When we first recognition in a particular category. For who are new to buying entertainment soft- 
started the company, our primary goal was to example, anyone who knows hunting knows ware. As we near the new millennium and 
parlay our hobbies, which included skiing, Cabela's. It was a huge coup for us to tie that | the competition heats up, Head Games 
hunting, fishing, playing pool, snow-mobil- brand to our Big Game Hunter titles, and it Publishing is poised to continue delivering 
ing, etc., into fun and realistic entertainment has afforded us enormous cross-marketing fun and innovative brand driven interactive 
for the PC. We were huge fans of these opportunities that we otherwise would not entertainment to a rapidly growing mass- 
activities and wanted to be able to give the have had. When we initially sat down with market audience. Gw 
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* National ТУ in the U.S. and Canada i * Extensive in-store promotion including POP, standees, 
° Print advertising in gaming, trade, and consumer publications oversized boxes, videos, and pre-order programs 

* Online advertising at high-traffic gamer sites * Direct mail and e-marketing to core gamers 

* Twelve-month public relations blitz * Demo CD program for retailers and consumers 
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Our goal is to preserve classic video game magazines so that 
they аге not lost permanently. 
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